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As always in the past. we are preparing a new and better 


than ever line of plastic, wood, and wood and_ plastic 


combination display fixtures for your approval. This new 


line is made with the precision of fine craftsmen and 
combines quality with real beauty to give you fixtures that 


will sell merchandise. 


This new line will be displayed at the NADI DISPLAY 
MARKET WEEK, and we are looking forward to greeting 


our old friends and the making of new ones during that time. 


Make it a must to see this line which gives you the best 
money can buy at a price that you can afford. We'll be 


watching for you in 


ROOM 429 


HOTEL MORRISON 
CHICAGO, JULY 8-12 








INC 


us 307 WEST 3S8'* ST.. AT EIGHTH AVE., NEW YORK CITY 18 
ORIGINATORS AND MANUFACTURERS OF MODERN PLASTIC DISPLAY FIXTURES 
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You are Invited to the \y Ow No 


Premiet He 


BACK TO SCHOOL 
AUTUMN 
CHRISTMAS 


Displays and Attractions 


Ch 


See the color, quality , action for yourself 
Plan to spend an hour or a day with us 
Meet old friends... make new ones 
Limousine Service to and from Hotels 
Free Lunch and Refreshments 


W. L. STENSGAARD AND ASSOCIATES, INC. 


346 NORTH JUSTINE STREET, CHICAGO 7, | 
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Promotions Coming Up! By Louis Gehring 
By Shirley Ware 


By Michael Scott 
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Capturing The College Spirit In Interiors 
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By Albert C. Smith 
A Plea For Fine Art In Display By Annot 

Display . . . On And Off The Record 
Safety Campaign . 

Displays By Spiro . 
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Jordan's Centennial 


These Displays Doubled Hat Sales 
Display Has Doubled Its Effectiveness 
“Java Weave" Promotion 

The Display Parade 
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Remodeled DePinna 
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By E. W. Nunan 
By W. L. Stensgaard 
By Cecil Bolton 
By Jim Tupper 


By Jim Tupper 


THE DISPLAY PUBLISHING COMPANY 


407 EAST EIGHTH STREET, GARFIELD 2050-2051, CINCINNATI 1, OHIO 


OUR NEXT ISSUE 


What goes into fine jewelry display? 
Adele McAllister, display director for 
S. Kind & Sons, Philadelphia, gives the 
answers in the July issue . . . How the 
display department of Consumers Power 
Company operates under the direction 
of Del Ford is the subject of another 
article . . . Ernest Young contributes the 
first of two articles on mannequin re- 
pair... and there are numerous other 
features to make the July issue an ovt- 
standing one. 


THE COVER 


The cover illustration is of a display 
by Paul Jones, Bonwit Teller's Chicago 
store .. (Photographed in full color 
by F. A. Kuehn & Co., Chicago, and 
used here through the courtesy of L. A. 
Darling Company, Bronson, Mich.) 


OFFICES 


Eastern Office: 47 West 57th Street, New 
York City 19. Phone PLaza 3-5989. Cleve- 
land Office: J. R. Monk, Macintyre, Simp- 
son & Woods, 1900 Euclid Avenue, 
Cleveland 15. Phone CHerry 1-050!. 


SUBSCRIPTION RATES 


Published monthly at $3.00 a year for the United 
States, Pan-American Countries, Philippine 
Islands and Spain; all other $4.00 a year. 
Canadian and foreign orders payable in U. S. 
funds by international money order or New 
York bank draft. Single copies, 30 cents. 
Send all subscription orders direct to the 
publication office at Cincinnati. Changes of 
address must be reported at least two weeks 
in advance of effective date; otherwise missed 
copies cannot be supplied. Entered as sec- 
ond class matter September 20, 1922, at post- 
office at Cincinnati, Ohio, under act of 
March 3, 1879. 


Member 


Audit National 
Bureau of Association of 
Circulations Display Industries 


Pass This Issue Along 


You get the most value from DISPLAY 
WORLD when you shore it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 


Yanna 
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CHRISTMAS (CMe 


Again this year, it's the country's best value ; 
in metallic ball ornaments. Year after year A 
repeat orders demonstrate conclusively that : 
Shiny Brite is the overwhelming favorite. 


Prices On Balls 


Diameter 
There's a thousand and one uses for Y $3.50 Gross 
these superb, mirror-brilliant balls, 2 “o: 9.00 Gross 
available in a myriad of iridescent, i 12.00 Gross 
decorator's pastel colors, with glistening 2%" 15.00 Gross 
silver, corrugated, reflector-type caps 27% 18.00 Gross 
CHOICE OF COLORS: and metallic hooks. You can be sure 24.00 Gross 
@ Midnight Blue @ Surprise Pink of eye-catching Christmas displays with Dozen 
@ Chartreuse  @ ShockingCerise these superior, far lovelier, versatile ball ‘50 Dozen 
@ Orchid @ Natural Gold ornaments. Avoid inconvenience or TREE TOPS 
@ Turquoise @ Royal Purple disappointment. Place your order now, 
@ Coronet Red @EmeraldGreen and be sure of delivery. 
@ Fuchsia @ Silver Glow 


FINE SATIN RIBBONS METALLIC FOIL PAPERS 
For Display & Gift Wrapping © Surprise Pink © Shocking Cerise 
100-Yd. Bolt @ Chartreuse © Natural Gold 
$1.25 © Turquoise @ Emerald Green 
$1.65 @ Coronet Red © Midnight Blue 
i @ Silver Glow @ Orchid 
50-Yd Bolt @ Fuchsia @ Light Blue 
‘$3.00 © Bottle Green 


. 120444" $4.75 26" Width 
All colors available, thot h i 
and match with the ‘metallic foil 25-Ft. Rolls $ 1.50 
papers and metallic balls. Special 100-F+t. Rolls $ 5.50 


color r . 
colors on request 300-Ft. Rolls $15.00 


Fancy Patterns Available. 


Wri r | klet. 
on tor camp ART R. COHEN COMPANY 


Member NADI 
Modern Display Equipment 


810 Penn Ave. Pittsburgh 22, Penna. 





oaenee 


Sin tht cmmas ec ronan titi etree nae Pa 


JUNE, 1951 DISPLAY WORLD 


Displaymen... 


See an exhibition of more than 200 signs made by users 
of Line-O-Scribe in many of the best stores throughout the 
United States and Canada. Reom 538 at the N.A.D.I. 
Market Week, July 8-12, Morrison Hotel, Chicago. 





Line-O-Scribe machines will be operated for the full 
length of the show with FAST-DRI INK. The rollers and 
ink plates will not be cleaned from the opening date, 
July 8, to the closing date, July 12... We invite you 
to inspect the demonstration each and every day to see 
the results of operating with this modern miracle, FAST- 
DRI INK . . . At the end of the week, the Line-O-Scribes 
will then be easily cleaned with F60 Cleaner. 


Your department can save time and create better im- 
pressions with Fast-Dri Supplies and Line-O-Scribe ma- 
chines. Type cannot be injured with these supplies, as 
Fast-Dri Ink will not harden on the type, rollers or ink 
plate, even if left on for months. You will always get 
cleaner, clearer signs with the Line-O-Scribe, and as for 
speed, users who do all their sign printing on Line-O- 
Scribes report an increase in production. 


* May we send you, for comparison, a few sample 
signs produced on the Line-O-Scribe with Fast-Dri Ink, and 
our Catalog M50 describing and pricing each model? 


THE MORGAN CO. 


3984 AVONDALE AVE., CHICAGO 41 
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The illustration above shows an overall view of the store front and windows at Jas. K. Wilson Co., Dallas, 
tal of 150 straw hats are displayed on six sheets of Peg-Board with a different type of straw 
ard sheets. Here is graphic proof that you can show more merchandise to more people with 


(| ¢ BOARD Increases Hat Sales 115% 
Over Same Period Last Year for Dallas Clothier 


Straw Hot Day is a big merchandising event for Dallas clothiers and haberdasheries. This year 

W. Nunan, display director of Jas. K. Wilson Co., Dallas clothier, featured a selection of the 
Yorious straw hats — Panamas, Milans, Coconuts, Sennits and Westerns in six window displays during 
the last week in April. In order to show the store's wide selection, Mr. Nunan looked for a way to 
display a complete selection in a relatively small space on a pleasing decorative displayer. He found 
the answer in Peg-Board. Using % in. Peg-Board in the Leatherwood finish, he created the displays 
fhown on this page. 


‘ 


The results may be best explained by quoting from a letter received from Jas. K. Wilson, Jr., which in 
port reads: "Straw hat sales for the first four days of the promotion were 115% ahead of the same 
ty a year ago. We feel that the success of the promotion was due to the fact that we showed over 

hats in our windows by use of your Peg-Board as well as the fact that we ran a large color ad 
featuring the Milan straws for $7.50." 


For effective display of almost any type or kind of merchandise, Peg-Board is an ideal combination of 
Pleasing decoration, practical utility and genuine economy. Whether you use Peg-Board in window 


r interior displays, you'll find it shows more merchandise to more people — and at a savings in time 


Gnd money. ag r 
bam is a close-up — A the 
. ; Ge 
See Peg-Board Displays at the NADI Show — July 8-12 — fennit straw hats are displayed on this 
3 f Peg-B d hich + 
Chicago — Hotel Morrison, Rooms 628 and 630 stand. Two hats at the bese of the 
For Full Information and Prices, Write for Picture-Packed Circular No. 13-D. and copy complete the display 


Mr. Nunan makes full of this rear 
corner with this clever Peg-Board display. 


GARRISON - WAGNER CO. © oon: 


2018 WASHINGTON AVENUE ST. LOUIS 3, MISSOURI 


This illustration of the right rear window shows a sel 


This illustration of the left front window shows a complete selection of imported Panama Straws. A on Daananin, Allians aed Coconuts thal debeal 


tangular sheet of Peg-Board in a dark Leatherwood finish is fastened to the wall and sets off the 
ht-colored hats. A total of 30 hats are shown, any of which would go well with the dark blue suits © the young men. 

displayed in the foreground. When Peg-Board sheets are used as wall displayers, they not only act as of hats is shown 

attractive backgrounds themselves, but they allow a complete selection of complimentary - 4 ground for the isplay of shirts, ties and shoes cw 


accessories to be displayed along with the featured merchandise. the suits. Notice what an attractive display back- 
ground the sheet of Peg-Board makes. 
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Eyes of displaymen and store 


executives who use GRENEKER MANIKINS 


these are the eyes that will never be 


Yes, 


A GRENEKER MANIKIN IS NEVER A LUXURY 


THE 


renee 


715 Fifth Ave New York 22 
(bet 55th and 56th) 


-in Canada: BINGHAM DISPLAY SUPPLIES, LID, 8 Market St, Toronto 
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From the time we originated the mannequin 
wig. the 500.000-th one has just been com. 
pleted. and we certainly are in a golden. 


jubilee mood. 





For our sustained progress. we thank the 
: mannequin manufacturers, jobbers, refin- 
ishers. and the displayimen they serve. 


located in all corners of the globe. 


. ° 
mil Ly Yae. 
M43 North La Brea 


’ Holly wood 26. California 


Coo 





sae] 





JUNE, 1951 CIiSPLAY WORLD 


Owner of one of America’s most distinctive men's shops, Jerry 
Rothschild knows the importance of attractive, eye-catching, sales-making 
window displays. ‘Prior to last January, we were losing an average of 
over $500 annually on sun-burnt, faded window merchandise ...and 
losing sales, too, because we were trying to protect displays with awn- 
ings and canvas window strips. They gave us protection all right — but 
no display. That's all past, now...since we've installed Infra-Chem 
Transparent Shades. We noticed an immediate sales increase in displayed 
merchandise, and we saved $533 last year!" 





























& reasons why INFRA-CHEM FULL VISIBILITY creates sales 


Your best “point of purchase” advertising is your window displays. 


Transparent Shades Benefit You Customers stop, look, shop. Infra-Chem Transparent Shades give 


Save goods and fixtures from costly sun fading your displays full visibility—actually enhance their beauty. 

Full protection — top-to-bottom, side-to-side 

Transparent — no hiding your best advertising FUL L PR  @) TEC TION cuts cos ts 
Easy to keep clean— wipe off like glass Even the brightest sun can’t harm displays protected by Infra- 
Installed inside—safe from rain, snow, etc. Chems. Recent survey shows that nation’s merchants lose more 
than $1,000,000 annually in faded, sun-burnt merchandise. How 


Flame, vermin, grease, oil, and water-proof / a 
much money will Infra-Chem Shades save for you? 


Simple to install, like roller window shades 


Give long years of trouble-free service 


Send Today For Your Free START NOW TO DISPLAY — THE INFRA-CHEM WAY 


Folder and Samples... IN SPITE OF CURRENT SHORTAGES, WE GUARANTEE IMMEDIATE DELIVERY 


absolutely no obligation 
fi @ a 

















{HROUGHOUT AMERICA USE 


THAN 100,000 RETAILERS 
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Vist “The Houde of Naturals” in New York 


FALL 48° XMAS 


Showing of “Nature's Best” 


FLAMEPROOF 
@ PRESERVED FOLIAGE 


Transparent Oak, Beech, Smilax, Magnolia, 
Plain Oak and Boston Ferns. 





6 ADIANTUM FERNS — Al Colors 








Cat-Tails, Thistles, Dried Field, Botanicals, 
Baby's Breath, Ruscus, Wheat, Sea Oats, 
Uva, Pampas, Bull Rush, Pepper Grass, Sheet 
Moss, White Branches, Roots, Manzanita, 
White—Brown Large Pond Leaves, Lotus 
Pods, Long Bean Pods, Wood Roses, Grape 
Vines, Sage Stalks, Crinkly Oak Branches. 


HEAVY or PLAIN 
FLOCKING 
ON ANY ITEM 








IMPORTED and DOMESTIC 


Ornaments, Tinsels, Garlands 


in FOIL and GLASS 


From England, Occupied Germany, Italy and 


Occupied Japan 


FLAMEPROOF 
PRINCESS PINE and HOLLY 


eo WREATHS 
e TREES 

e ROPINGS 
e SPRAYS 


ICICLES SNOW SNO-BLOCKS 
SNOW FLAKES 

CELLO AND GLASS CURTAINS 
FLICKER "B" LIGHTS 

FLOCKED NATURAL PINE BRANCHES 








Flameproof, Artificial, Long Needle, Knock Down 


AT LAST! PINE TREES 3 to 15 FEET TALL 


Easy to assemble on cedar pole. Compact—small space needed 
to put away. Everlasting! 








ARTS and FLOWERS? xc” 


MANUFACTURERS—CREATORS—IMPORTERS 


43 W. 56th ST., NEAR 5th AVE. 


NEW YORK 19, N. Y. 


*Reg. U.S. Pat. Office 





rORESEE THE NEWEST LINE Se, cy 


OF DISPLAY EQUIPMENT EVER , 
SHOWN AT ANY N.A.D.1. SHOW 


BE seaman Se 


BEAUTIFUL STUDIO FASHIONED 
_ BEAU MONDE MANIKINS, CHILDREN 
AND TEEN-AGERS 


THE BICIE ST VALUES AND MOST 


COMPLETE LINE OF METAL AND WOOD 
GARMENT RACKS .ON THE MARKET , 


PERFECT PERFORMANCE = 5 


DISPLAYS ARE YOUR BEST BUY. ALWAYS 


GRAND SHOWING 


“— Seta MURAL ROOM 
COD cr 808 


HOTEL MORRISON-CHICAGO 
JULY 8th to 13th 


DIVISION OF AMERICAN FIXTURE AND MANUFACTURING CO., 2300 LOCUST ST., ST. LOUIS 3, MO. 

















A warm welcome and a 

wealth of inspiration awaits 

you at the MAHARAM dis- 

play in CHICAGO. We'll be seeing you! 
Our complete Fall and Christmas displays 
ean also be seen in our New York and 
Los Angeles showrooms. 


DISPLAY WORLD JUNE, 1951 


a cucaco “MUST” 


for alert display men! 


OUR 1951 


presentation of 


New Fall and Christmas 
Display Decorations 


WHERE: Mural Room, Booth 11, Hotel Morrison 


and at our 


CHICAGO Showrooms: 115 South Wabash 
Ave. (Wurlitzer Bldg.) 


WHEN: Market Week, July 8-12 


WHAT: You will see the newest and smartest ideas 
in Display Fabrics, Papers and Accessories 
. . . including our NEW CHRISTMAS 
LINE ... brighter and gayer than ever, 
jam-packed with eye-appeal and color. 


As always, MAHARAM has “what it takes” 
to give your creative urge full sway .. . to 
make your displays real “stoppers”, color- 
ful, dramatic, distinctive ... to give them 
the sales punch that pays off at the cash 
register! 


“Design Center of America”’ 


“The House of Service” 
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NEW, ENLARGED 


Display World 


The newly enlarged, cloth bound binder 
for your copies of DISPLAY WORLD is 
now available. Maroon, with title in gold, 
the binder opens flat as illustrated for 
easy reference to the pages of any issue. 
Copies can easily be inserted and removed. 


a e 


MAKES YOUR COPIES OF 
DISPLAY WORLD MANY 
TIMES MORE VALUABLE 


@ Easily holds 12 copies 
@ Keeps copies clean 
@ Handy for reference 


$300 
~~ each postpaid 


Exchange regulations permit the acceptance 
of orders for the UNITED STATES ONLY. 


DISPLAY WORLD 


CINCINNATI 1, OHIO 








Display with Distinction 


with EATON “Velvety”* GRASS MATS 


Your products demand distinctive backgrounds for eye-appeal and buy-oppeal. Eaton 
"Velvety"* Grass Mats are giving that smooth, smart, natural setting to thousands of display 


windows in every area, every climate. 


Order TODAY From Your Jobber! 


*Trade Mark Registered 





Be Sure to See Us 


during 


MARKET WEEK 


in Room 


666 


Retail Stores Division 
5001 Baum Bivd., Pittsburgh 13, Pa. 


rv. 
{ G JARDNER S 














bey erp SMALL FLOWERS 
For Show Case and Interior Trims 
Produce display effects impossible with regular 
lines od display flowers. Unsurpassed = 


remendous Varieties in 
MILTON S. $. AHRENS, INC. 
56 W. 4TH ST. 1 TaW'TORK 18, WN. Y. 


REDIKUT LETTERS 
board 


your me yeur Dealer. 
THE REDIKUT LETTER CO. 
6519 Weat Bivd. Inglewood, Calif. 
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- ONLY 
$1.50 


Made in popular flesh color, the new Series 90 Fairy Forms feature attractive 
closed oval tops, an ingenious heel design that fits either open or closed-back shoes, 
your choice of six heel heights and three toe styles — plain, 3-toe or 5-toe. 

Like all Fairy Forms, the Series 90 are extra-strong for long service, flexible 
for easy insertion — with exclusive adjustable cross-bar which insures correct fit 


without distortion of the shoes. 


See them at NADI Market Week, Room 751, Morrison Hotel 


SHOE FORM CO. INC., AUBURN, N. Y. 


: IN CANADA: United Last Co., Ltd., P.O. Box 3000, Montreal, P. Q. 
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It is a real pleasure to announce 
the exclusive distribution of Spirolum 


the sensational whirling aluminum 


streamer. Write today for details 


to the nearest office listed below. 


] IMC. 
/ \ ) Est. 1842 
New York: 142 W. 44th Street 
Boston: 400 Boylston Street 
Chicago: 125 N. Wabash Avenue 
Dallas: 2nd Unit, Santa Fe Building 


rc 
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Before you invest... 


INVESTIGATE 


See the one and only 
Showcard Machine 
before you buy 
sign-making equipment 





DISPLAY WORLD 


JUNE, 


See us at 
Parlor E, Roosevelt Room, 
Morrison Hotel 
NADI MARKET WEEK 
Chicago, July 8-12, 1951! 


We haven't really tried to set these words to music. But they 
have made the display man’s hit parade. 

Day by day these two important facts are becoming clearer. 
First: Merchandising trends are definitely toward the use of 
more signs, showcards and window streamers. Second: For that 
job, nothing else matches the combination of speed, economy 
and versatility you get in Showcard Machine. 

These are not just ovr opinions. They represent the considered 
judgment of so many of the country’s leading merchandising 


and display men. 


If you haven't yet explored the possibilities of Showcard 
Machines, don’t wait longer. Why not write us for the full 


story, today. 





Ask Users like — 


Jordan Marsh Company, Boston, Mass. 
Wm. Filene‘s Sons Co., Boston, Mass. 
and Branches 


Strawbridge & Clothier, Philadelphia, Penn. 
N. Snellen’ Phitedelahi 


. 9g & Co., Phi Ip Penn. 
Hochsthild, Kohn & Co., Baltimore, Md. 
Sears, Roebuck and Co.—over 500 stores 
J.C. Penney Company, Inc.— 

over 500 stores 
Wolf & Dessaver Co., Fort Wayne, Ind. 
The J. L. Hudson Company, Detroit, Mich. 





Crowley, Milner & Company, Detroit, Mich. 


Hughes & Hatcher, Detroit and Pittsburgh 


Scruggs Vandervoort Barney, St. Louis, Mo. 


Boyd, Richardson Co., St. Louis, Mo. 


, 


Kline’s, Inc., St. Louis, Detroit and 
Cincinnati 

The May Company, Denver, Baltimore 
and Los Angeles 

Sam Shainberg Dry Goods Co., 

» Memphis, Tenn. 

M. Lichtenstein & Sons, 
Corpus Christi, Texas 

Sattler’s, Buffalo, New York 

Bond Stores, Inc., San Francisco, 
Los Angeles and Detroit 

Broadway Department Stores, Inc., 
Los Angeles, 

Bullock’s, Los Angeles, Calif. 


Pauson & Company, San Francisco, Calif. 





B. Lowenstein & Bros., Inc., Memphis, Tenn. 


y Ward—26 stores 


. and hundreds of others 





1951 
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Now / 
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Wrd.2 S. FOR FALL AND 
FOR CHRISTMAS 























































































































CONVENIENCE... 


. we will provide transportation 
































at frequent intervals to and from the 





Hotel Morrison and our plant during 























For Full = Market Week including Sunday. 


Particulars = 
On Our Lines and 
How to Reach our 

Showrooms S 


pang Bo ong THE ADLER-JONES BUILDING 


HOTEL MORRISON =, 521-525 S. WABASH AVE. 


CHICAGO CHICAGO, ILLINOIS 
July 8-13 = = (Between Congress and 
DISPLAY MARKET A= Harrison Streets) 
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TEAR OFF HERE = Di 


Show this to your Sales and Merchandise Managers 
More proof that displays sell anything! 


LORD & TAYLOR SOLD 
OVER $25,000 WORTH OF 
«JEWELED «SNOWFLAKES 


(A Christmas Display Decoration) 
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Radiant Jeweled Snowflakes are exclusive with 


RADIANT GLASS FIBERS CO. 


MU-9-2453 


11 WEST 29th STREET NEW YORK 1, N. Y. 
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See the devastating glamour and won- 
derful excitement they cast on your 
Christmas displays . . . Radiant Star 
Lights, the newest, most thrilling shining 
star in the Christmas firmament — now 
yours to use in both window and interior 
displays. Give a gala holiday spirit to 
your fashion windows and pre dng Bring 
forth that starry-eyed look in children. 
Make your toyland a Christmas fairyland. 


Style No. 46—for miniature "bee" or 
twinkle” light strings. 


Style No. 120—for regulation Christmas 
Tree light strings. No transformer 
required. 


*U.S. Pat. App. No. SN14987 


For complete information write to 


RADIANT 


GLASS FIBERS CO. 


11 West 29th St. @ New York I, N. Y. 
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oR CORPORATES 


MANUFACTURERS AND DISTRIBUTORS OF 
BASIC STORE FIXTURES 





350 WEST 31st STREET, NEW YORK 1, N.Y 
LOngacre 4-8440 
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Wm. C. Lambert, Director of Display at Barker Bros. of 
Los Angeles, consistent prize winner through the years for 
excellence in display and recent DISPLAY WORLD award 
winner. Lambert's fashion approach to the decorating of 
home furnishings windows has brought him plaudits and 
acclaim, For a number of years he served as costume de- 
signer for major studios in the movie capital, including 
Paramount and 20th-Century Fox. After a year of travel and 
study in Europe, Lambert returned to California and became 
Barker Bros.’ head man for both interior and window dis- 
play. Whether at work or at home, Lambert's first love is 
design and color. For his “busman’s holiday” he re-designs 
interiors for his home in Santa Monica. In his “spare time” 
he sketches the mountains and ocean near his home. 


Barker Bros., Los Angeles 


BARKER BROS. 
14 stores cover the 
Seuthern California 
market and serve a 
large and growing 
population. 


DISPLAY WORLD 


Dear Bill: 


Jim Reynolds tells me that “Display World,” a magazine 
with which vou are very familiar, will carry your picture 
in a forthcoming issue. It will be used in connection with 
some information relative to signs — good signs that sell 
merchandise. This is, I know, old familiar ground to 
you, as you have always considered “telling the story” as 
a fundamental part of a successful display. 


KENNETH S. PELTON 
Publicity Director 


THE WORLD’S LARGEST 
HOME FURNISHINGS STORE 


. . . that’s Barker Bros. main store, supplying the 
impetus for the successful branch store operation. Led 
by able, energetic President Neil Petree, here is a great 
home furnishings Fair, boasting hundreds of displays 
and model rooms, tremendous selection, flexible credit 
arrangement, decorating services . . . using the original 
formula of personalized attention and quality cabinet 


goods — leading the way for the branch stores to follow, 
creating the theme that hums through the great and 
respected business we know today as Barkers. 


Loe ee 


TREe ce 
OT ORE gary 





Printasign Installation at 
One of Barker Bros. Stores 


REYNOLDS PRINTASIGN CO. 


608 SO. DEARBORN ST. * CHICAGO 5, ILL. 








MULTIViEW 


BLOUSE AND ' 
SWEATER DISPLAYER 





CLEAR PLASTIC 
BEAUTY FORMS GALORE! 
PLUS A SPARKLING PLATED 


CONVERTIBLE HEAVY DUTY STAND 
Sensation of the Display World! 


) Your Landlord knows the value of Display 

) Space—you'll find your “front foot” 

cost @n your rent bill . . . To get the most out 
of costly prime location, window dressing, 
and customer lure of every conceivable 
kind, you've got to Mass-Display . . . That is, 
Disploy More of the Merchandise you 

have to sell and Display it Better. In brief, 

» to create impulse buying, and to catch 

q extr@ profit dollars, bait the hook six-fold 

| and watch sales soar. Imagine! In 

. the smallest possible space, a dominating 

# display of a full half-dozen Blouses and 

{ Sweaters! Sparkling Plastic Beauty Forms 
lend a luxury note, yet last a Lifetime, 

will not chip, peel, crack or discolor, can 

be changed about to suit your Display 
Space. They Swivel! Tilt! Turn! They move 
up and down, side to side. The most 


flexible, most downright sensible, most MULTI Mi EW 






reasonably priced, most profit building cet 
display equipment you've ever used. Nothid 
Order MULTIVIEW Units for your Windows | 

| sated $3990 
and Interior today. Immediate Delivery. 
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BELLEROSE, N. Y. 





#B5900 ' 


cost in History. 


Complete Complete Converts to many 


$3659 | effects. positio 
ey Stonds 66” high. 4 only$299S | Sronds 65” high. 








Stands 66” high. 





DON’T KEEP YOUR STOCK A SECRET! MULTIVIEW IT! 


SPIRAL YOUR BLOUSE AND SWEATER SALES THE PROVEN MASS-DISPLAY WAY! 


: MULTIVIEW MULTIVIEW 
Seasonal Specials. Complete 

Point up Hot Complete . : $2950 
Promotions. Mass only$3625 for year-round use <alin only$29 
Display Blouses by leading stores 

and on eve . The 

compact Five-Form Theisen Converts in a Jiffy Displayer without equal at rock bottom cost. when 

to many other arrangements. Stands 50” high. Adjustable for many effects. Stands 50” high. windows. Convertible Effects. Stands 50” high. 
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PAbove) An allover view of the exterior of Bamberger's children's Easter exhibit showing 

Whe construction features. Deca Poles and strips of 2 x 4 lumber were used to build the 
xhibit in one corner of the toy department. Colorful cotton was placed in paper 
Iders on Deca Poles to simulate pussy willows. Hand paipted curtain and papier mache 
icket office complete the display. Low cost display areas for Easter, Christmas and other 

‘Special events in any department are easy to erect and dismantie and offer genuine 
vings in time, money and labor 


H{Right) Colorful and clever, this display which is erected high atop a circular rack of 

summer skirts simulates a carousel rider. ‘'Module Type'’ Deca Pole, which can accom- 

Smodate any ceiling height from 31 in. to 25 ft., passes through the center of the horse. 

Display is trimmed with attractive daisies and ferns. Notice how high this exhibit is 

obuilt in relation to the dress racks against the walls. Displays erected above customer 

Mtraffic can be seen from any point on the floor, and call attention to the merchandise 
splayed. 


{Below) Interior view of Bamberger’s children’s Easter exhibit. Ordinary chicken wire 
as tacked to wooden frames in the display workshop. When erected in the area, the 
rames were wired to the adjoining Deca Poles, thus forming a sturdily-constructed dis- 
lay area that afforded customers an unrestricted view of the display. Notice the Deca 
Pole at left is erected from floor to the shelf holding the fan. Deca Poles can be made 
to accommodate surfaces from 31 in. to 25 ft. When dismantied, the Deca Poles left 
Mo unsightly marks on ceilings or floor. 
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Deca Poles Save 
in Bamberger’s 


When Robert McCorkle, Display Director, Bamberger's, Newark, 
N. J., first incorporated "Module Type" Deca Poles in his display 
program over a year and one-half ago, he did so on an experi- 
mental basis. So enthusiastic was he with the results obtained 
that with each passing season he has reordered more and more 
Deca Poles for use in practically every department of the store 
until today he has over 300 Deca Poles in virtual constant use. 


The "Magic Easter Egg", a children's Easter exhibit which was 
built in one corner of the toy department, afforded genuine 
savings in time, labor and money. By using Deca Poles, much 
of the construction was done beforehand in the display workshop, 
thus avoiding costly carpenter bills for after-store-hours con- 
struction. Easy to erect and dismantle, the Deca Poles left no 
unsightly marks on the floor or ceiling. Furthermore, Mr. Mc- 
Corkle used these same Deca Poles over again in other displays. 


SEE DECA POLES IN USE 


NADI SHOW JULY 8-12 
HOTEL MORRISON, CHICAGO 


ROOMS: 628-630-632-634- 636-639-640 
641-643-645 
Plus a Complete Fall and Christmas 1951 Line 
16 REPRESENTATIVES IN eames 
Tom Hughes Henry Raubac' Flint Vierheller 


Jay McMillan Ted Stokes Irv Vierheller, Jr. 
Joe Mercurio Roy Truly Al Wingrove 


Henry Benge 
Bill Coslow 
Ernie Carlson 
Frank Harrison 


GARRISON- 


2018 WASHINGTON AVENUE 
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Time, Labor and Money 
Displays and Exhibits 


With Deca Poles, displays may be built high over customer traffic and thus can 
be seen from practically any point on the floor. The mannequin on the horse 
was erected high above a circular rack of skirts and the wooden mannequins 
were hung from a colorful canopy that towered above racks and other displays. 
Both displays could be seen from any point on the floor, and called attention 
to the merchandise they displayed. 

With Deca Poles, displays may be built anywhere — in windows,’ in interior 
displays, in segregated corners of any department. Displays may be built at 
the entrance to a department or in out-of-the-way corners as shown in the 
illustrations on this page. 

Many of the Deca Poles used in these displays have been in virtual constant use 
for more than a year. Mr. McCorkle estimates that every Deca Pole he has 
paid for itself in terms of material and labor costs saved the first time it was 
used. For special exhibits, for year-around window and interior displays, no 
other display prop offers such variety of application or durability as “Module 
Type" Deca Poles. 

Give Deca Poles a trial in your display department. 
Test" Set today. 


Order a Deca Pole “Store- 


TTT 


(Above) Four wooden mannequins are cleverly attached to a colorful carousel canopy. 
A single Deca Pole inside the hollow wallboard tube supports the entire structure. Wall- 
board tube is covered with attractive wallpaper. Notice how high above the counters 
and dress racks this display is built. With Deca Poles displays may be built high above 
customer traffic and in aisie areas such as this one that would otherwise be impractical 
for display purposes. 


Order a Deca Pole “Store-Test” Set Today 


The best way to measure the value to you of the new "Module Type’’ Deca Pole is to 
"'store-test" it in your own display department. To help you do this, we have prepared, 
asa a, unit, two Standard "Module Type’’ Deca Poles with an assortment of accessory 
fittings su ciently complete to enable you to fully explore the possibilities of these 
dramatic display props at a relatively small cost. The complete set consists of: 


2—MS-36—Standard ''Module Type" Deca Poles to accommodate 
heights from 31 in. to 12 ft. 6 in. Price, each 
ame Holders. Price h 
s without Flange. 
with Flange. Y 


_ os, em 
Susssuse 


2—MS-31—Pictur 
Total 16 pieces, all in ice blue baked enamel finish. 
Store Test Set" 


Price for the complete “Deca Pole 
.95  £.0.8. st. Louis 


To eames ceiling heights over 12 ft. 6 in.. extra 30 in. modules are available at 
$2.75 each 


WAGNER CO. 


. LOUIS 3, MISSOURI 
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(Above) A "Separates You Can Sew" display at the entrance to Bam- 
berger's Fabric Department. A wooden frame is fastened to the Deca 
Pole with contrasting colored panels to set off the skirt and jacket. A 
piece of material hung from the top of the frame provides the back- 
ground for the display. Simple, easy-to-erect displays such as this one are 
ideal for departmental entrances, aisie displays and display areas facing 
@ bank of elevators. 


(Below) Two Deca Poles are used in this "Separates You Can Sew" dis- 
play which was erected in an out-of-the-way corner of Bamberger's Fabric 
Department. Fabrics are draped between the poles and provide the 
setting for the mannequin. Two signs are attached to the Deca Poles 
with floral pieces providing the trim. Using Deca Poles, whole new 
avenues for display are opening for the imaginative displayman. 
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How Display Is Handled 


OT long ago the city of Washington 

was having stormy weather. Snow, 

rain and sleet made a bad selling 
week — but not for shoes at Lansburgh & 
Brother, large popular price department 
store. Another of the customer producing 
ideas of W. Arthur Gray, visual merchan- 
dising director, was bringing them into the 
store to buy. 

This extremely successful “live” window 
idea consisted of two windows for the dis- 
play of shoes on live models. The customer 
saw only the lower part of the skirt, the 
trim nylon-clad ankles and the shoes. The 
assistant in charge of windows selected 
in advance eight members of the store per- 
sonnel whose feet would look well in the 
shoes to be displayed. 

Four girls were used at once, two in each 
window. After each girl walked from 
three to four minutes in a window, she 
went to the next display and repeated her 
short stroll along an eye-level runway. 
Then she changed her shoes, and also her 
skirt if a different fabric would be more 
appropriate for the change in shoes. In all, 
18 models of shoes were used. 

“You can’t overdo ‘stunts’ like that,” Mr. 
Gray believes. “If you use too many, you 


will wear out the element of surprise which 
is essential in the successful display window. 
You never must forget that the purpose of 
display is to sell merchandise. Carefully 
planned ‘live’ windows can do it, if used 
with restraint.” 

Another successful “live” window at 
Lansburgh’s featured fashions to wear while 
lounging around and watching television. 
The background prop was an impression of 
a TV set, and the living models wore ready- 
to-wear garments in which a woman would 
look attractive for an evening of watching 
TV. 

The coordination is close between the 
visual merchandising director and top man- 
agement at Lansburgh’s. Mr. Gray reports 
on store planning directly to the general 
manager and on display he reports to the 
sales promotion manager. He is on the mer- 


—At the upper left is a “live window at 
Lansburgh's, featuring two modals who walked 
back and forth through the visible area for 
several minutes before being replaced by 
others . . Upper right, a prize-winning 
Wine Week display . . . The other displays 
represent typical handling of various mer- 
chandise at the store— 


chandise board of the store. “I think every 
display manager should be on the manage- 
ment group where planning starts,” he 
says. “All the functions of the store start 
there. Such participation gives display an 
up-to-date knowledge of every phase of 
store-keeping, including service, sales pro- 
motion and overall planning.” 

Under Mr. Gray’s direction are 24 persons. 
He breaks the visual merchandising section 
into four groups, each keyed by one person 
who reports directly to the director. These 
four persons are the assistant in charge of 
interior, the assistant in charge of the ex- 
terior (windows), the assistant in charge of 
store planning, and the sign shop supervisor. 

“In a large popular priced department 
store, I see two main fields of display opera- 
tion,” Mr. Gray states. “One is the dec- 
orative, where the main thinking is on win- 
dows and the first floor main aisles. The 
other is the actual visual merchandising at 
the point-of-sale. In my opinion the differ- 
ence between a display manager and a visual 
merchandising director is that the visual 
merchandising director must think constantly 
of getting the merchandise and the customer 
together at the point-of-sale. For example, 
on top of the main aisle cases we designed 
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At Lansburgh’s 


and built displays which would enable the 


customer to say, ‘I want this’ when a sales- 
person first approached her. We've carried 
this out in other places, such as our junior 
sport shop and our boys’ Western shop. 
The customer can practically make his own 
selection when size, color, price and sign 
explaining the use or advantages of the 
merchandise have done the selling selection 
before the salesperson is involved.” 

The growing trend toward forward stock 
accessible to the customer represents a dual 
responsibility for the visual merchandising 
director. He must foresee the display po- 
tentialities and present them to man- 
agement, then carry them out when the ideas 
are accepted. 

All interior maintenance is a function of 
display at Lansburgh’s. After visual mer- 
chandising direction has selected color and 


—Upper left, blouses and sweaters displayed 
in background squares . . . Upper right, a 
furniture window . . . Lower left, motion is 
used judiciously at Lansburgh's; this Easter 
display had Easter baskets passing in review 
before a committee of rabbit judges . . . 
Lower right, an interior display for sandals 
... Extreme right, an interior display of gifts— 





design, these must be kept up, and Mr. Gray 
welcomes the maintenance involved: the 
carpentry, painters, the buying of all car- 
pets, customer furnishings, and the expansions 
and contractions of department moves. De- 
partment moves are seasonable, for Christ- 
mas, spring and special events. “This belongs 
in the visual merchandising section's domain, 
in my opinion,” Mr. Gray says. “While we 
do not originate all the ideas, we do see that 
ideas when approved are installed and kept 
up.” 

A recent idea which is being tried is to 
provide quicker and easier customer informa- 
tion. At the peak selling seasons a woman 
is stationed on the main floor to give cus- 
tomer direction and information. This booth 
takes selling space, and requires personnel 
for staffing. The new idea is a unit with 
a sign: “Need store information? Use this 
telephone. Call operator”. After the idea 
was approved, display made the working 
drawing, then handled the installations. 

All store uniforms are designed by dis- 
play, including those for elevator operators 
and tea room personnel. The tea room menus 
are designed by display also. 

“It's simpler to illustrate an idea than to 
talk it,” Mr. Gray says, and display has the 


By 


RUTH BOYER SCOTT 


staging of store meetings, frequently inject- 
ing humor into them. 
[Continued on page 78] 
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N TREATING with the intricate art 

display designing, this writer's role 

only that of reporter. The source 
observation over a considerable period 
time, has been most illuminating: The staff 
of display artists at the Bon Marche, under 
the direction of Harold McLaren. 

The suggestions to follow are in two 
groups: An analysis of the ideas or devices 
which have produced good results in past 
displays; and second, sources of inspiration 
and techniques used in sustained creative 
designing. 

Most of the suggestions should at the 
same time be applicable to designing in other 
subdivisions of big store promotions besides 
windows: Fashion sets, exhibits and fairs, 
main floor treatments, spot displays, niches 
and showcases, identification signs, and 
point-of-sale displayers. Each field has its 
special challenges, as do the window spe- 
cialties (institutional, furniture and appli- 
ance, men’s furnishings, and fashions). 

First of all, a successful window estab- 
lishes contact, has impact; and at the same 
time encourages scrutiny as does a success- 
‘ful piece of journalism with its punch lead 
‘and pyramid style. It is not just a passive 
‘work of art for those trained in appreciation 
——it has to have idea or emotion in it, punchy 
and unmistakable. It has to stop shoppers, 
‘catch and hold their interest, focus it in 

‘a flattering way on the store’s good name 
/or merchandise. 

An outstandingly successful window in 

terms of public reaction need not always 
) sell specific merchandise, although the dis- 
' playman’s temptation is notoriously to wan- 
tder away from this “prosaic” task; more 
) subtly it can sell the store’s good reputation, 
i doing a public relations job by identifying 
the store with such traits as elegance, econ- 
‘omy, taste, forthrightness and flair. 
As a matter of fact, the window which 
pulls the crowds and promotes the greatest 

number of pilgrimages downtown “to see 
it too” is invariably light on the merchandise 
and heavy on the idea. Such windows, 
however, have a value in terms of familiarity 
and shopping expectancy far beyond their 
immediate effects. 

A balance can be reached for a specific 
store between the frequency and position 
of such general promotional efforts on the 
one hand, and straight merchandise win- 
dows on the other. At Christmas, for ex- 
ample, a feature corner window could have 
a Nativity scene, and down the line in both 
directions would come the gift windows. 

The arts of color, texture, and structural 
design are always close at hand in success- 
ful window designing, as they are in other 
applied art such as interior decorating, 
poster and ad layout, landscaping, photog- 
raphy, or package design, to name a few. 
Lighting is another art, and a tool to serve 
the first three. 

Besides the appeals of art or idea there 
are available to display designers devices of 
a mechanical nature with considerable effi- 
ciency in attracting attention — such as ani- 
mation, flashing lights, and sound synchro- 
nization. 

In tabulating the elements of appeal ob- 
served in efficient displays (Table 1) we end 
up with these three major groupings: Idea, 
art and device. 

A successful window frequently features 
major elements of appeal from each of the 
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Some Tips For 


The Bon Marche, is the working with de- 
signing approaches, especially those grouped 
under “Idea” as thoughtfully as with color 
schemes or merchandise selections. 


three major groupings; or a number of the 
sub-headings may be combined, for example 
a humorous tie-in with a current event. 

These appeals or others in the list you 
may draw up can be referred to when a 
designing need, such as a_ back-to-college 
promotion, arises. Such a promotion could 
be designed around any of the listed ele- 
ments successfully. The suggestion is not to 
overwork this tool or memo but to retain the 
light touch, as an artist featuring a inini- 
mum amount of a saturated color needs 
larger balancing areas grayed to complete 
his composition. 

What this reporter 
general adoption, from 


suggests for more 
his experience at 


—Top, pageantry with “cathedral” lighting is 

a natural for a bridal window . . . Someone 

visualized tying a big display of slacks to- 

gether as shingles on a roof — and here is 
the pleted wind 





There are designers who refuse to be 
analytical in the fear of a regimenting 
effect study of past work might have on their 
originality. Their motives are laudable 
but they might well be denying themselves 
possible overlooked areas for rooting out 
fresh approaches. 

We have been using the terms “effective” 
and “outstanding” as applied to displays. 
By what criterion are they so judged? 

Two criteria are indicated: First, the ex- 
tent to which the window promotes the good 
name of the store and builds shopping ex- 
pectancy in a community; and second, the 
extent to which it sells specific merchandise. 

Table II is a scale prepared by William 
J. Caddelle, display director for Allied Pur- 
chasing, Inc., by which the success of dis- 
plays may be measured in the latter sense; 
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Display Designing 


it is a group of principles warranting 


close 
Mr. Caddelle’s conclusions come out 
kground of controlled and statistical 


study. 
ofa bz 
testing. 

In practice, with a producing artist, the 
actual window idea often first and 
waits on the proper time and merchandise, 
rather than the inspiration for the setting 
being drawn from the merchandise. How- 
ever, in the merchandise and in the 
(the latter badly overworked) we have the 
traditional inspiration for dis- 
play designing. 

The merchandise should be edited if possi- 
ble and studied for color, texture, shape 
—anything which can be featured to build 
an appealing promotion. The same theory 
applies to textural treatment as applies to 
color: If it is significant, accent it or sup- 
plement it by contrast or by repetition. It 
is in this way that familiarity with the prop- 
erties and materials available pays off, as 
the backlog of possible treatments. 


comes 


season 


sources of 


does 





In charge of interior display at The Bon 
Marche, Don Jones has the following recom- 
mendations for someone starting out in the 
designing of spot displays. “First, know 
your merchandise, evaluating it for its 
worth. Study how to bring out its best fea- 
tures. Second, create in your display aux- 
iliary feeling or qualities to complement the 
merchandise. Third, generalize on the dis- 
play, making the appeal as wide as possible. 
The salesperson is one means of suggestive 
selling; the departmental setting and spot 
displays are another. Prospective customers 


—Upper left: Nylons, spring flowers 
exotic driftwood caught and held the 
this Mother's Day display . . . The train of 
wagons is a neat answer to the problem ms 
unifying an accessories display . . . 

unusual design in repeated ovals with ee 
frills was used to show blouses Lower 
right, an excellent way of displaying floor 

coverings— 


and 


By ERNEST F. YOUNG 


Display Shop Supervisor, The Bon Marche, Seattle 


like to have their taste understood and ful- 
filled; and further can be made susceptible 
to entire lines of merchandise of which they 
are ordinarily unaware (for example sport- 
ing goods) through nostalgic bits of atmos- 
phere.” (To follow our example, tempting 
them into the outdoors.) 

An interesting key to stylistic differences 
between designers is found in their ad- 
mitted best sources for designing inspiration 
(Table III). Miss Geraldine Hansen, spe- 
cializing in interior store decorating and 
mural work at The Bon Marche finds art 
shows and design publications (Table IV) 
especially stimulating. She feels that one’s 
critical faculties are as important as one’s 
creative, and that one’s personal taste ‘must 
be trained and developed by constant analy- 
sis. 

Study in periodicals and in museums pays 
a dividend in’ providing a storehouse of 
ideas from which to draw. One’s own 

[Continued+on page 80] 
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ARM summertime weather arriving 

vith June found New York City’s 

display windows prepared a 
vacationing spirit, with themes of beach and 
race track plus distinctive settings for city 
and country evenings and for casual and 
cool daytime wear. 

McCreery, for example, invaded the race 
track for theme in the Fifth avenue windows 
recently, specifically using the stables as 
background. 

With a title, “They’re off! at Belmont and 
the best-dressed pick town-black or black 
and_ white” The stables were suggested 
by Display Director Walter Hazeltine with 
simulated wood panels printed on wallboard, 
the wood grain effect being in gray on white. 
Three stall windows stood open, with each 
opening painted black to appear as though 
the passerby could look into the darkened 
area within. Cut-out photographs of horse 
heads were fastened to the window openings 
as though the animals were thrusting their 


Pervades 


heads from the stalls. The floor was strewn 
with gravel. A white stool Stood toward 
the center of the window area, and the copy 
card was pinned to it with large black headed 
pins. Programs for Belmont Park lay on 
the stool and Belmont posters were pasted 
up at either side of the paddock. Five man- 
nequins wore the featured merchandise — 
three in all-black, with two alternating ones 
in the black and white combinations. 

At Lord & Taylor, Henry Callahan, dis- 
play director, achieved a sheer summery 
effect by using shutters painted on lawn 
with light weight wood frames (second 
photograph). These shutters were set 
through the middle of the window areas as 
props for a series of displays entitled: “A 
summer of the parts, the look a neat sum 
total”. 

Four of the shutter doors stood open, and 
mannequins were placed behind the openings. 
One mannequin stood in the center of the 
outer half of the window, this one wearing 
a diagonally striped print skirt with a black 
blouse and black picture hat. The others 
wore separate costumes ranging from tailored 
to semi-formal attire with strapless bodice 
of black, a print skirt, yellow gloves, and 
yellow shoes. Two pairs of black and white 
pumps were set to the left side of the floor 
area in front of the screens. Three bottles 
of perfume stood in front of the copy card, 
also arranged on the floor. The floor for 
this setting was white, while the backwall 
was in a deep green. Shutters were indicated 
faintly in black on white and a small card 
read: “Shutters—so delightfully, breezily 
cool for summer . . . a cotton lawn from 
Decorative Fabrics on the 9th floor”. 

The blue of the sky was transposed by 
Display Director John Robert Cobb for a 


—Top, by Walter Hazeltine, McCreery'’s . . . 

Center, by Henry Callahan, Lord & Taylor... 

Left, by John Robert Cobb, Henri Bendel’s 

. . « (All photographs by courtesy of Virginia 
Roehl Studio, New York City— 
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romantic summer setting at Henri Bendel. 
The mannequin modeling an airy, blue or- 
gandy frock was framed by a series of 
folding screens, the frames of which were 
painted in a repeat shade of the costume. 

The inset squares of the screens were 
in palest blue nylon, each square lightly 
scattered with gold mica. Light blue gravel, 
which had also been strewn with gold mica, 
covered the floor of the window. The slightly 
recessed backwail panel before which the 
mannequin was posed depicted a seascape 
—the art work done very softly in light 


—Upper left, by Gene Moore, Bonwit Teller 

. . - Upper right, by Edward von Castleberg, 

Bloomingdale's . . . Immediate left, by Gene 

Moore . . . Lower left, by Sidney Ring, Saks- 

Fifth Avenue . . . Lower right, by Winston 
Jones, Franklin Simon— 


By VIRGINIA ROEHL 
Virginia Roehl Studio, New York City 


blues with pink and gray introduc for 
the cloud effects. Two or three blue roses 
were included in a grouping of Bendel per- 
fumes to the left and the mannequin held 
a single blue rosebud in her hand. 

Fragile, bright hued butterflies covered 
with cellophane and papers in assorted pastel 
colors served for motif in a series of win- 
dows by Display Director Gene Moore at 
Bonwit Teller. The actual size of the but- 
terflies measured from approximately 8 
inches to 24 inches and they were mounted 
in a series of very narrow wood frames of 
comparable dimensions. These specimens, 
so effectively handled, were suspended singly 
or in panels through the window area. 

A mannequin, centering the stage, wore a 
demure black and white frock with cuffs 

[Continued on page 110) 
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The Transformation Of A 


4 HERE are market under the 


open skies, there are arcades completely 


squares 


protected from the elements, there are 


Pstores in streets and there are salesrooms 
in office buildings. 

For some unknown reason the least color- 
ful, the most neglected and “forgotten men” 
of selling are those salesrooms. Many man- 
agements seem to feel that the appearance 
of a salesroom is unimportant because the 
firm has steady customers, retail and whole- 
sale, who are bound by loyalty, contracts, 
or by the quality of the merchandise; these 


companies feel that it is unnecessary to 
attract the stranger as long as the traveling 
salesmen bring in new orders and the busi- 
ness runs smoothly. 

Then comes a day when a competitor 
starts to lure customers away. Or the firm 
starts a tie-up with large department store 
promotions or a publicity campaign, or the 
company introduces a new invention that 
requests a more precious presentation. 

Any one of those reasons may force such 
firms to take a broom, clean out the old 
place and turn the Cinderella into a beauti- 


ful young princess. Let’s look at an ex- 
ample: 

Otto Grun, jeweler to many celebrities of 
stage, screen and international society, al- 
ways wanted to have a beautiful showroom 
but somehow the existing lay-out was so 
discouraging that it suggested less than 
nothing as far as alteration was concerned. 

Then Mr. Grun spotted an article and plans 
by the authors in the November, 1950, issue 


—Floor plans of the showroom, before and 

after, are seen above . . . Note the circle 

drawn on each of the two photographs on 

this page. They mark an identical archi- 

tectural point of the room before and after 
alterations— 
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—At the right, a view of a portion of the 

showroom after remodeling . . . Center, the 

same scene before alteration . . . Below, a 

floor-to-wall mirror adds to the impression 
of spaciousness— \ 


of DISPLAY WORLD and he came to us 
for help. 

His showroom was nothing more than a 
stockroom, an office and a repair-shop. How 
anybody could work successfully in the maze 
of tables, piles of merchandise, typewriters 
and repair desks is still a puzzle to the 
owners. 

Today theirs is a wide free-form shaped 
showroom, spacious, clean and cheerful. 

The intricate system of sprinklers, wiring, 
beams and moldings all over the ceiling 
which discouraged the owner no end has 
disappeared under a coat of near-black 
mulberry paint. The new lighting fixtures 
which are installed in mobile sets of four 
radiate such strong light that everything 
above them is invisible. These units are 
mounted on swivel joints and can be directed 
in a wide variety of angles. 

An enormous safe, too costly to move and 


Jewelry Showroom 


to rewire, influenced the layout of the new 
showroom. An “S"-shaped wall was built 
around the vault. It was so planned as to 
leave room of about 2 feet for air circulation 
and to increase the feeling of spaciousness. 
Behind this dwarf-partition made of wire- 
lathe, cement and plaster the walls are now 
covered systematically with floor-to-ceiling 
shelves taking care of all stock and wrapping 
materials. Desks are placed in symmetrical 
arrangement for office work and repairs. 

Before the alteration the space was divided 
in one long and narrow channel 6 feet wide 
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and 38 feet long. This channel was par- 
titioned off by floor-to-ceiling metal walls 
from another channel 12 feet wide and 28 
feet long. The 6-foot wide channel was 
filled with desks, wall-shelves and metal 
supply cabinets. Near the window the repair 
desk was installed. The 12-foot channel 
harbored an odd asortment of tables, show- 
cases, an ugly safe and old-fashioned china 
cabinets with glass doors. A small private 
office was installed near the end of the room, 
opposite the two windows. 


By constructing a slightly converging 


By KIM HOFFMANN and STEPHEN HEIDRICH 


Designers, New York City 


partition, a funnel-shaped entry was created 
where formerly the front office was located. 
The carpeting is lavender-gray throughout. 
With near-black ceiling treatment, bright 
lights and a fresh lime green wall a cheerful 
impression prevails in the small entry, high- 
lighted more by white wrought-iron furni- 
ture covered with heliotrope velvet cushions. 

The door to the showroom is controlled 
by electric buzzers. When the door from 
the foyer to the office opens one enters a 
light Wedgewood blue room with an enor- 
mous floor-to-ceiling mirror, which ends 
where the mulberry black begins, at the left 
side. At the right side the dwarf-partition 
in “S”-shape leads towards the window 

[Continued on page 76] 
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Los Angeles Display Presents A 


INTED photographic murals of Palm 

Springs were used by Harold L. Kelly, 

display manager of Desmond’s, and his 
assistant G. L. Pinnell, in a window of re- 
‘sort fashions for men. Five mannequins 
showed colorful, flowered, leisure shirts, 
printed swim shorts, twill weave shirts, 
and slacks in the large double windows. One 
of the murals showed tennis courts at Palm 
Springs and one of the mannequins held 
a tennis racket. 

In a more business-like Desmond double 
window (not illustrated) Kelly used Charney 
gabardine draped in the background in 

' beige, brown, Navy blue, blue-gray, and 
gray. Five mannequins and three torsos 
wore the suits and coats. Daisies brightened 
up the display along with sword ferns 
against the permanent green backwall. 
White cutouts of cars, phones, brief-cases 
‘and other business man equipment were 
mounted on the gabardine. 
“Get set for ... Straws! Straw Hat Day 
. . . Phelps-Terkel” said a large reader in 


one of John Fiotten’s Wilshire boulevard 
windows at Phelps-Terkel. “Genuine Milan 
Hats for $10” were shown against a grass 
cloth backwall with an opening through 
which the interior of the store could be 
seen. Bamboo horizontals, rough floor mat- 
ting, a straw horse with a braided mane and 
other straw props were used. Two tropical 
beach hats of crude straw hung by rope 
from the bamboo horizontals. Ties, brushes 
and ceramic hunting dogs animated the 
display, with the Milan hats spotlighted. 

Flotten used authentic British regimental 
colors framed and mounted on the back- 
wall behind striped neckwear derived from 
the colors of the regiments represented. 
The medals and colors of a hundred differ- 
ent outfits were shown. Striped bow ties 
arranged in a semi-circle were on the floor 
around a_ central standard. Miniature 


—Above by Harold L. Kelly, Desmond's . . . 
Below, by John Flotten, Phelps-Terkel— 





guardsmen mounted on tiny horses galloped 
about among the ties on the floor. Other 
striped ties were suspended from two lad- 
der-like wooden fixtures spotlighted on 
either side of the regimental insignia and 
matching silk handkerchiefs were shown 
draped over the ladders and folded on the 
floor. 

Gordon Jerrud Butcher, display director 
of Milliron’s, Broadway at Fifth, had a 
three-ring circus in his festival series of 
housewares windows. Clowns and balloons 
abounded and the colors used were red, 
yellow, blue and green. 

In each window there was a plastic clown 
in a three-dimensional frame. His smiling 
mouth, big nose and little hat were cut out 
and tacked in place on his face, and a large 
tie was affixed under his chin. The frame 
was mounted on a spatterdashed upright in 
bright circus colors. The assorted merchan- 
dise was spotlighted and displayed on stair- 
step shelves with red cardboard scroll 
trim. A large sign, suspended from the 
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Varied Picture 


ceiling by invisible wire, read “Milliron’s 
Annual Housewares Festival a real 
money-saving event!” and was hung with 
yellow balloons. 

Butcher draped flowered yard goods in 
back of cut-out white script reading “Sew 
and Save” and connecting a feminine hand, 
which was sewing, with a masculine hand— 
which was operated by a motor so that it 
appeared to be putting big copper pennies 
into a yellow piggy bank. Notions were 
displayed on the floor of the window, and 
cards gave the name and price of the yard 
goods, sewing machines and models. 

Three mannequins modeled batiks for 
Glenn Baugh of Silverwood’s in a Hawaiian 
window backed by tropical cutouts of pine- 
apples, leaves, bananas and a pig. Sea 
fans and star-fish were also used and fish 
nets were draped over bamboo horizontals. 
The redwood backwall gave an effect of 
driftwood. The mannequins wore toweling 
accessories with the batik outfits which 
were spotlighted. A scroll read, “Summer- 
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bound .. . in Hawaiian sunwear. . 
exposures from cabana to cocktails 
Silverwood’s.” 

In the “Merry, merry month of May’ 
gifts for Mother’s Day were featured in 
Los Angeles windows with appropriate props 
of red carnations both real and artificial, 
quaint old-fashioned paintings in ornate 
frames on the backwalls, plaster cameos 
at Robinson's, slogans such as “Remember 
Mama at Bullock’s”, and “Mother always 
taught you to be thrifty—shop at Mill- 
iron’s”. 

As various types of gifts are suitable 
for the mothers, both personal and house- 
hold merchandise were spotlighted for the 
event. The traditional carnations were ar- 
tistically arranged in glass crystals, ceramic 


. right 


, 


—Both displays above are by Gordon Jerrud 
Butcher, Milliron's . . . Lower left, by Glenn 
Baugh, Silverwood's . . Lower right, by 
Roland A. Pennoyer, Parmelee-Dohrmann's— 
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madonnas, and other vases of diverse types. 

Roland A. Pennoyer, display director 
of Parmelee-Dorhmann’s store on Seventh 
street, used a three-dimensional reproduc- 
tion of Whistler’s Mother silhouetted against 
the backwall. The seated figure was a cut- 
out shadowed by an overhead spot. Up- 
rights supported a wooden frame with a wide 
satin ribbon with “Remember Mother’s Day” 
and carnations painted on it. Artificial roses 
and pink net gathered with satin ribbon 
added to the decoration of the frame. In 
front of the silhouette was a shelf holding 
a vase of fresh flowers and ceramic figurines 
of baby fawns and big flamingos. More pink 
net gathered under the shelf carried the 
eye to a plastic fixture upon which were 
additional ceramic gift suggestions. A 
smaller fixture held a vase of fresh tulips 
and more ceramics. A paper scroll, upheld 
by a plastic standard, read: “For Mother 
on her day”. 

In another window —not illustrated — 

[Continued on page 82] 
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— July 8— 
Exhibits open . . . . 
Cocktail Party . . . 


Monday, July 9— 
Exhibits open . . : 
Ladies Entertainment . 
Tuesday, July 10— 
Exhibits open . . . . 
Ladies Entertainment . 
Wednesday, July 11— 
Exhibits open 
Ladies Entertainment . 
Thursday, July 12— 
Exhibits open . . 
Ladies Entertainment . . . 





DISPLAY MARKET WEEK 


Terrace Cosine ond Monte Carlo Room 


The Market Week will close officially o 3: :00 p.m. on Thursday, July 12. 


12:00 to 6:00 p.m. 
6:30 to 9:00 p.m. 


9:30 a.m. to 7:00 p.m. 
Morning and Afternoon 


- 9:30 a.m. to 7:00 p.m. 
Morning and Afternoon 


- 9:30 a.m. to 9:30 p.m. 

- Morning and Afternoon 

- + + 9:30a.m. to 3:00 p.m. 
Morning only 








ll Roads Lead To Chicago For 


: HE rapidly changing economic situa- 

‘ tion is posing some tremendous mer- 

; chandising problems to the nation’s 
retailers and all the other users of display 
materials. Because of the virtual death of 
the Fair Trade agreements through the 
action of the Supreme Court the advance 
planning of many months was killed over- 
night as new promotional programs become 
necessary. As this is written, on May 31, 
there is no limit to the amount of policy 
change that will occur and what will result 
displaywise. However, some facts seem to 
stand out. 

The display industry is going to have to 
take another look at what it plans to produce 
under circumstances that verge on the im- 
possible. Previous reasons for not placing 
orders at Display Market Weeks, salesmen’s 


visits, early in the year, etc., will be more 
than validated by the fact that most stores 
will not know what merchandising policy 
they will follow for at least another two 
weeks. But it looks as if there will be lower 
retail prices, less profit, and plenty of trim- 
ming in the budget. 

Fortuitously or otherwise, the timing of 
the National Association of Display Indus- 
tries Market Week in the month of July 
this year will offset to some extent the de- 
lays that otherwise might disrupt schedules 
completely. While it is too much to hope 
that planning will have settled down much 
before this appears in print it seems logical 
to believe that policies will be firmed up by 
the time the Market Week is held and that 
both displaymen and manufacturers can 
work on basic planning. 


As a result of the stores having less money 
to spend—and I believe that will be the 
case—the demand for less expensive dis- 
play items, materials, fixtures, etc., will be 
great. 

The same factors that will reduce the 
financial side of the picture and tighten up 
budgets will call for more material for the 
dollars spent. So the manufacturer with 
the less expensive items should be the one 
who gets the most attention from the buyers. 

Even after just a few days of retailing 
without the Fair Trade supporting agree- 
ments it is apparent that stores throughout 
the country are going to go along with price 
reductions to a greater or less extent. The 
changes in promotions occasioned by this 
factor will delay buying trips by many dis- 
playmen to dates as late as August and 
September. 

The outlook for store planning on fall and 
Christmas display items is going to be 
“cloudy” for a long time and, in some cases, 
will not be crystallized until September 
or later. This is going to place a real load 
on production facilities in the display field. 

From the above it seems that the July 
dates for the Market Week this year will 
provide the best compromise for those dis- 
playmen whose store operations are affected 
by the economic changes that are being 
effected at this time. Certainly we can hope 
that some degree of balance will have been 
restored to the buying public and that firm 
planning for the fall and Christmas seasons 
will be possible. 

We of the NADI feel that complete coop- 
eration On our part is necessary to achieve 
the most advantageous results for everyone 
in the display field. For that reason the 


—Upper left, the Hotel Morrison, scene of the 
NADI Display Market Week . . . Left, Chi- 
cago's Michigan avenue and Grant park, 
looking north from the Illinois Central denot— 
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Display Market Week 


members of the association are planning 
carefully for the July Market Week and will, 
as far as possible, be able to meet the chang- 
ing conditions that are bound to be a plague 
to all of us for quite some time. 

Completed plans for the annual Display 
Market Week have been approved by the 
president of the association, Earl W. Gast- 
hoff, and the members of the Market Week 
committee. 

Of interest to all is the entertainment 
scheduled for the evening of Sunday, July 8, 
which will provide an opportunity for every- 
one in the display field to meet their friends 
and to make appointments for the Market 
Week. While this is planned as a cocktail 
party, the officers of the association hope 
that it will provide an opportunity for pre- 
liminary planning, seeing people who are 
met only occasionally and, in general, pro- 
viding a good send-off for the balance of 
the week. 

Again, the entertainment of the ladies 
will also be considered. A complete pro- 
gram under the direction of Frank Powers, 
of the Hotel Morrison staff, will be ready for 
the entire week. Mr. Powers is scheduling 
trips to television and radio studios, tours 
of the city, luncheons, and style shows. Visits 
to the major Chicago stores, civic institu- 
tions, educational and industrial establish- 
ments and the like will be on the program. 
Special trips will be provided from the reg- 
istration and information desks and will 
cover the entire city on a double feature 
program for each of the days of Market 
Week. 

Of particular interest to members of the 
NADI will be the annual meeting of the 
association scheduled for Saturday, July 7, 
at noon. This will be held at the Morrison 
and will be an important factor in the future 


—Above, Chicago's famous sky-line . . . 
Right, the Terrace Room of the Morrison— 
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plans of the association. There are many 
recommendations for the agenda of this 
meeting already presented by members of 
the association and by the displaymen who 
are concerned with the annual events. Not 
the least of the considerations will be the 
problems of the display jobbers, whose 
services are so important to the smaller 
stores and retail establishments throughout 
the country. 

Planning for this Market Week has cov- 
ered the many factors that are involved in 
giving the maximum time for inspecting 
and covering the exhibits of the members 
of the NADI and for the necessary meet- 
ings of displaymen from the stores and 
other sales organizations so that adequate 
coverage can be obtained for every require- 
ment. The old complaint that meetings inter- 


37 


fere with seeing the exhibits should not 
occur this time. 

The particular problems resulting from 
government restrictions, material require- 
ments, pricing regulations, shortages, design 
and production problems and all the other 
factors governing the final delivery of dis- 
play items have been considered and planned 
for by the members of the NADI. More 
than ever before, they will require the coop- 
eration of everyone who will use display 
for retail, wholesale and industrial promo- 
tions during the last half of 1951 and the 
first part of 1952. Institutional and special 
promotions will require long-range planning 
for both design and production as governed 
by material available, facilities, personnel 
employed, quality, and delivery. 

More than ever before it is necessary for 
every person charged with the responsibility 
of purchasing display items to cover the 
entire available field. The competition for 
business has kept increases of display items 
at a minimum but has required many changes 
in basic design, construction, production 


By JOHN F. BOWMAN, Jr. 
Managing Director, National Association of 
Display Industries 


and delivery. Manufacturers will continue 
to maintain their quality, their production, 
their standards and their reputations for 
delivery. They will need the help of display 
buyers to do this. Late orders will cause 
headaches for everyone. 

There will be some “sleepers” at Market 
Week, as has been the case in the past. 
New members showing for the first time will 
have items that will fit exactly some plans 
that have been made but not filled. Old 
members will have new items, also, that 
will appeal to buyers from both a planning 
and pricing standpoint. 

The sum of the situation is that, in order 
to get the best, every buyer of display 
should attend NADI Market Week, for 
one, two, three days or the entire week. 

[Continued on page 116] 
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by Lovits ehring 


Display Designer and Consultant 
New York 


Arrangement: This mid-summer display consists of 
two definite units made up of merchandise only. 
It reads from left to right. 


Properties: Here is displayed the picturesque hat 
and the summer afternoon or evening’ dress for 
that colorful garden party or dance at the country 
club. A gloved hand appears to hold the large 
brimmed hat and a copy card divides the two units. 


Arrangement: This display features sun-back 
dresses and consists of three definite units well 
balanced. 


Properties: The bamboo fence in the background 
makes a cool setting for the sun dresses shown on 
the two mannequins. Two fans attached to the 


fence also help to create a cool atmosphere. Copy 


card is flanked against lower section of fence. 


Arrangement: Two units make up this cotton dress 
display. It is pleasingly arranged and simply 
presented. 


Properties: A large wash-basket emphasizes the 
fact that these summer cottons are washable. Two 
pieces of drift-wood are also used and arranged 
at an interesting angle. Large copy card point- 
ing out the washable quality of the dresses is shown 
at left of the display. 
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COMING UP 


Arrangement: Three units are combined and pleas- 
ingly arranged in this men’s vacation time display. 
Merchandise is neatly arranged. 


Properties: A double-fold of paper in two colors 
with the caption ''Playhours'’ lettered on it serves 
as a background for the two units in front of it. 
Mannequin wears leisure type clothes. Related 
apparel is displayed on traveling case on camp 
chair. Copy card is shown at lower right. 


Arrangement: Various elements combine to form a 
single unit in this men's display of linen suits and 
Panama hats. Arrangement is neat and pleasing. 


Properties: Merchandise and properties combine 
to create a very cool atmosphere in this window 
display. Bold striped ties and striped bands on 
the hats serve to accent the all-white display. The 
two white bears in the foreground may be con- 
structed of wallboard or smaller models may be 
carved of soap. Copy card is shown at left of 
window. 








Arrangement: Three units are noted in this men’s 
summer hose display. | Merchandise is neatly 
arranged. 


Properties: A section of a pier is used as a setting 
for these men's cool-as-a-sea-breeze socks. A few 
of the socks are shown on hose forms displayed on 
or against posts. The floor consists of rough planks. 
Coarse fish netting adds a decorative note to the 
display and copy card is tacked against it. 





designed to solve the problem of keep- 
ing cool during the hot days that lie 

‘ahead. In most instances an out-of-doors 
Secling was achieved by sky-blue_ back- 

rounds and fresh, growing greenery. 

Along with the usual beach and sports- 
‘wear promotions the high-fashion stores 
facclaimed exclusive colors, glamorizing 
their suitability for sultry weather with 
iprops and lighting that imparted new inter- 
‘est, fashionwise. 

“Pale pastels cool and smart” was the 
‘subject of a stretch of State street windows 
at Henry C. Lytton & Co., by G. C. Bowen, 
‘display manager. The center prop was an 
arch heavily ornamented with pastel wash 
drawings of swags and architectural char- 
lacteristics. The only other props used were 
Fcorner decorations of stylized twigs. (First 
*photograph.) 


Tv andons Chicago displays have been 
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In offering “Sheer and frosty voiles, as 
seen in Woman’s Home Companion, as light 
as a feather, cool as lemonade on a shady 
porch,” Reed Schlademan, display manager 
at The Fair compared sheer and frosty 
English lavender, sky-blue, spun-sugar pink, 
and mist-gray to the refreshing drink with 
a hand-decorated tea-cart set with colorful 
lemonade glasses. That this was a summer 
garden scene was implied by sketching three 
bushy trees on the sky-blue wall and en- 
closing a tree in white pickets, repeated as 
a garden seat for one of the mannequins. The 
copy followed closely the magazine de- 
scription of the illustrated summer fashions. 

Five windows were devoted to active 
sports at Goldblatt Brothers. Oversized 
tennis, golf, archery, and croquet equipment 
was especially designed and constructed by 
the central display department of the group 
of stores. Although they were brilliantly 
colored for dramatic accent, the details were 
strictly realistic. 


The display seen in the third illustration 
featured “Cool favorites with a flair for 
croquet, charm in the carefree manner”. 
The exaggerated mallets and croquet balls 
were red and white. J. Boghosse, display 
manager, retained the permanent green walls 
for the displays but obtained an out-of-doors 
feeling by filling in one side of the windows 
with birch poles and green foliage. The 
floor in each case was treated as natural 
settings for the various sports. 

Cool jersey dresses were “refrigerated” 
at Carson Pirie Scott & Co. Display Direc- 
tor Clement Bradley obtained the desired 
coolness from delicate foliage and butter- 
flies on the wing. The decorative motif 
of a botanical screen in black on white was 
reproduced on the pale green wall in char- 
coal by an artist of the display department. 
Black butterflies were painted on the window 
glass and walls, and black cording was 


—Top, by G. C. Bowen, H. C. Lytton & Co. 

. . . Center, by Reed Schlademann, The Fair 

Store . . . Left, by J. Boghosse, Goldblatt 
Brothers— 
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—Right, and lower left, by Clement Bradley, 

Carson Pirie Scott & Co. . . . Lower center 

and right, by John Moss, Marshall Field 
& Co— 


strung from the decorative motifs to the 
centered feature card, calling attention to 
“A two-dress wardrobe that is fun to own.” 

Accessories “Your a la carte accents” of 
turquoise or yellow with neutral straw or 
linen repeated their dominant colors in two 
companion windows on Madison street at 
Carson’s in which Bradley also stressed 
cool colors (lower left). In this illustration 
the accessories were turquoise with linen 
or straw and the bamboo framework that 
served as a displayer repeated the color 
and textures of the accessories. The color 
scheme was also carried out by the flooring 
of turquoise squares and sand, and a touch 
of out-of-doors liveliness was introduced by 
a large jardiniere of growing greens that 


Display Scene 


was in balance with a mannequin opposite, 
accessorized with the featured merchandise. 

Summer suits in turquoise and shell were 
recommended for traveling by John Moss, 
director of design at Marshall Field & Co. 
The scene appeared as a Chinese setting in 
black and turquoise blue which Field’s 
considered reflected the Oriental influence. 
In the photograph the background structure 
is black filled in with bamboo shades. The 
lanterns and Foo dogs which in China are 
considered a protection from evil spirits 
were introduced as guardians of the “Wel- 
come Travelers”. 

“Grapefruit yellow” accessories at Mar- 
shall Field & Co. were named after Jacques 
Fath’s fashion leading color featured in 
Paris and were shown in a Parisian street 
scene. The color, exclusive with Field’s, 
was suggested as an accessory color to wear 
with gray or navy. 
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Not illustrated are the following displays : 

An outstanding example of dramatizing 
color to instill a cooling effect was seen at 
Mandel Brothers, where John Cooper is 
display director and fashion coordinator. He 
named a color long absent from the fashion 
picture .. . “Beloved Blue,” a pale tint in- 
spired by a perfume of that name from 
France. The copy “Lottie of Derwyn cre- 
ates a heavenly collection of separates to 
take you round-the-clock on a summer's 
day; these in Beloved Blue are ours alone” 
designated the merchandise as_ suitable 
for all-time wear and exclusive at that store. 
However, without the ethereal drama that 
was woven into the three State street win- 
dows, the color could have been meaning- 
less. In interpreting its cool quality a 
fountain of running water was banked with 
complementary blue foliage and dainty 
straw flowers. The pictures thus created 
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were truly heavenly under the dramatic 
lighting with which Cooper illuminates his 
displays. 

A full scale promotion of Hawaiian sports- 
wear occupied five windows, supporting a 
promotion of colorful cottons in the men’s, 
boys’ and girls’, women’s sportswear, and 
infants’ departments at The Fair where 
specially constructed shops were set up in 
all departments involved. The principal win- 
dow depicted a native feast scene replete 
with the customary roast pig and fruits 
and flowers indigenous to the island. One 
of the lesser windows featured women’s 
sportswear, the fashion significance implied 
by Hawaiian masks, leis, and tropical flora. 
Of special interest were the picture frames 
fashioned of sea shells to hold the copy 
stressing the exotic element of the merchan- 
dise as designed and made in fabulous 
Hawaii. 








ERE it is June, and the boys and girls 
; are just coming home from college. 
; But for displaymen it’s the season 


lof getting set for a return to the three R’s 


and those significant initials stand for 


Tesults, results and again results in the 
retail vocabulary. 

+ So—let's take a quick trip around a few 
tof the College Shops and college displays 


Which were set up by several stores last 
Year. Whether they're simple or intricate, 
Whether they encompass an extensive college 
Woor promotion or just the transformation 
jf the Junior department into a college- 
Mavored section, these displays indicate 
thorough planning on a_ well-developed 
theme which is carried out in a coordinated 
Manner. 

Sometimes the simplest of techniques can 
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have the most dramatic of effects. Look at 
the powerful case display devised by Edgar 
Tallman of Lord & Taylor in New York 
City (first illustration). Just three items 
were displayed in the display case, and these 
without any props. But the glass front of 
the case was bound to attract attention, for 
painted onto the glass was a smart sketch 
of a college girl with a history book under 
one arm. This was one of a series of cases 
similarly decorated along the elevator bank 
near the College Shop. 

Keeping to the same technique of simple 
lines, Tallman designed an island display of 
great visual appeal. A large, white back- 
ground, set a few inches into the wall, was 
hung with finely wrought black wire college 
symbols, such as the Grecian columns and 
a distinctive doorway, surmounted by a sign 
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announcing the College Shop. On the highly 
polished platform itself, three female and 
one male mannequin showed various items 
of college apparel. These mannequins were 
wrought of white wire, giving bold empha- 
sis to the merchandise. The male figure 
was posed behind one of the columns for 
added depth. The psychological impact upon 
the customer was to impress her with the 
primary role of a carefully chosen wardrobe 
in college life. 

At Bamberger’s in Newark, Display Direc- 
tor Robert McCorkle used a somewhat more 


—Upper left and right, by Edgar Tallman, 

Lord & Taylor, New York City ... Center, by 

Robert McCorkle, Bamberger's, Newark . . . 

Left, by Stanley Thompson, The May Com- 

pany, Los Angeles . . . (All photographs by 

courtesy of Retail Reporting Bureau, New 
York City) — 
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In Interiors 


intricate approach. A number of islands 
in the large college department were con- 
structed in an abstract manner, using many 
college symbols as eye-catchers for the 
merchandise display. 

One of these island units is shown in 
the accompanying photograph. Strings were 
suspended between the base of the island 
and a lattice-work unit hung from the ceil- 
ing. A huge “Coca-Cola” bottle dangled in 
mid-air, swinging back and forth with the 
breeze. An oversize pen and other symbols 
were used, as well as an oddly shaped panel 
to which cut-outs of a Vogue cover were 
attached. 


—Upper left, by Alfred Kay, Saks-34th Street, 

New York City . . . Upper right, from Bul- 

lock's, Pasadena, Calif. . . . Center and right, 

by Frank Sauter, R. H. Macy & Co., New 
York City— 
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These displays were constructed in such 
manner that visual interest was obtainable 
at all sides. Three mannequins were shown 
with a large sign giving price information. 
Ceiling spots lighted up this unit from all 
sides. 

At the May Company’s downtown store in 
Los Angeles, Display Director Stanley E. 
Thompson transformed a section of the 
ready-to-wear department into a Campus 
Shop. It was done simply, without much 
folderol, by stringing white ‘opes between 
two wooden strips from the top of the dis- 
play racks to the ceiling (fourth photo- 
graph). Thus the department was given a 
tremendous amount of individuality without 
really separating it from the rest of the floor. 
The manner in which the rope was strung 
gave a three-cornered pennant effect, and 


By MICHAEL SCOTT 
Retail Reporting Bureau, New York City 


pennant-shaped pieces of material were at- 
tached at various points. We presume the 
store didn’t want to show partiality to any 
particular campus, so the pennants were 
simply left blank. Copies of the store’s 
campus theme poster “Have a Whirl at May 
Company’s Campus Shop” were attached to 
the walls in the various parts of the shop. 
If anybody tells you that there’s nothing 
new under the sun to be done with a pencil 
as a school motif, tell them to look at the 
back-to-college displays used last year by 
Alfred Kay, Display Director for Saks-34th 
Street, New York City. Kay devised very 
attractive units for ledges and islands as 
attention-compellers for college merchan- 
dise. One mannequin was set on a ledge 
against a background of white wooden 
[Continued on page 90] 
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Easily Built, Low Cost Units... 
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For The Small Store 


NE of the most inexpensive decorative 
medium which can be utilized in a 
window display is display paper with 

the design and basic color carefully chosen 
to harmonize with the line of merchandise 
used in the display. 

This sketch “A” shows a two-panel unit 
which can easily and inexpensively be built 
out of wallboard nailed on a 1 by 2-inch 
wood frame. The unit can be sized and 
shaped to fit the available window area 
and one side can have a built-in shadow-box 
for an accessory display. Note the small 
detail showing the construction of this unit 
and how the shadow-box can be top-lighted 
with a fluorescent tube or ordinary light 
bulbs in sockets. The construction at “X” 
will allow space for the light to reflect down 
to illuminate the inside of the shadow-box. 

This type of panel unit can easily be re- 
papered at low cost as the occasion demands. 
The two panels can be set up at an angle 
as shown, or used as a straight center win- 
dow background section. The basic idea in 
this sketch is to emphasize the use of attrac- 
tive design paper as an inexpensive dec- 
orative medium and also to show the use and 
application of a shadow-box. This panel 
unit will make an attractive background for 
one or more mannequins — and don’t forget 
that good mannequins will do much to add 
prestige to your store and window display. 

(B) Heavy cardboard tubes in a wide 
range of lengths and diameters can be pur- 
chased from most display jobbers and they 
make very useful display props for both 
interior and window displays. This drawing 
shows 6-inch diameter tubes used to hold 
two round plywood circles on which many 
tie-in accessory items can be displayed. 

The tubes can be cut to a length suitable 
to obtain a wedge fit between the window 
floor and ceiling; they can be painted a 
suitable seasonal color and dressed up with 
artificial flowers as shown. 

Nail a length of 1 by 2-inch lumber inside 
the length of the tube to give additional 
strength and to make it possible to attach 
the plywood circles by means of small angle 
irons. Large rolls of linoleum are shipped 
containing a heavy tube; if you carry this 
line of merchandise be sure to salvage the 
tubes for the display department. In other 
cases they can be obtained free of charge 
from your local linoleum dealer, or tubes in 
a wide variety of sizes and designs can 
be had at low cost from local display houses. 

(C)' This wallboard panel mounted on a 
1 by 2-inch frame will make a good center 
unit for a window display featuring ladies’ 
white bags and other white accessories for 
summer. Your local sign man can do the 
white lettering on a sheet of black card and 
the heavy card or wallboard circles can also 
be painted black or covered with black vel- 
vet. Pin a line of white bags, white jewelry, 
etc., on these black circles and the sharp 
color contrast will provide an eye-catching 
display. Some stores are reluctant to use 
black in display, and in such cases a strong 
royal blue would also be suitable. 

A painted white plywood circle, and a 
smaller diameter card or wallboard circle, 


can also be used on the floor for additional 
white bag and accessory display, and a white 
turban on a millinery head will further en- 
hance the setting. 

In some cases, a good display idea can be 
explained without a drawing and whenever 
possible we shall endeavor to do so. For 
example: , 

A good, functional, selling display for 
washing machines, dryers, and ironers can 
be installed by clothing a mannequin in a 
house dress and apron and placing it in 
position behind an old-fashioned wash tub. 
The figure holds a wash board. Place a 
sign over her head reading, “Oh, my aching 
back”. Then place a new 1951 washing 
machine, ironer, and dryer next to the wash 
tub and use a sign appropriately worded to 
point out how modern appliances eliminate 
drudgery from the home. 

(D) This little stunt with an ordinary 
“T”-stand will enable you to display neatly 
many lines of boxed or carded items in both 
interior and window displays. 

Remove the top and slip on a suitable 
length of about a 2-inch diameter card tube 
and tack or pin the cards or boxes in place. 


Prizes Are Awarded 
In Local Contests 

In four display divisions of a local con- 
test sponsored by the Dayton, Ohio, Adver- 
tising Club, the following have been awarded 
prizes in their respective groups: Retail win- 
dow display, first and third, Rike-Kumler 
Company, Joe Vent, display director; second 
and fourth, Everett Quintrell, Elder & Johns- 
ton Company. Manufacturers’ display help: 
First, Frigidaire Division, General Motors 
Corporation ; second, Univis Lens Company; 
third, George A. Pflaum; fourth, Dayton 
Rubber Company. 

Local shows and exhibits: Frigidaire Di- 
vision, General Motors Corporation. Na- 
tional shows and exhibits, first, National 
Cash Register Company; second, Frigidaire; 
third and fourth, Dayton Rubber Company. 

Everett Quintrell was in charge of the dis- 
play sections of the contest, which were 
judged by R. C. Kash, editor, DISPLAY 
WORLD. 


American Model Adds 
Affiliate Company 

Promotional Display Company has been 
formed at 38 Greene street, New York City 
13, as an affiliate of the American Model 
Form Company of the same address. Headed 
by Hyman Wladimer, this new firm will act 
both as a selling organization and manu- 
facturers’ representative in metal fixtures, 
wooden, plastic and animated props. Al 
Schneider will cover the Northeast, and 
Hal Latimer the midwest and South. 


Dowda Rejoins Stokes 
As Designer 

After three years with Rich’s, Atlanta, as 
manager of the sign department, Bill Dowda 
has rejoined J. H. Stokes Mfg. Company, of 
the same city, as designer. 
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Winners Are Announced 
In Hickok Contest 

A long list of prize winners in the national 
display contest conducted by Hickok Mfg. 
Company, Rochester, N. Y., recently has been 
made known by the firm. Top award went 
to Harry W. Weaver, Demery & Co., De- 
troit, whose prize is an expense-paid trip for 
two to Mexico. Leo Rauch, Buffum’s, Long 
Beach, Calif., won second place and $750, 
while Leo A. Ball, Rose & Katz, South Bend, 
placed third and was awarded $500. 

David A. Twachtman, Sibley, Lindsay & 
Curr, Rochester, and Clement Kieffer, Klein- 
hans Company, Buffalo, each won $350. Other 
top awards went to Verne E. Rolfe, Jr., 
Rolfe’s, Seattle, $200; C. Marshall, The 
Higbee Company, Cleveland, $200; George 
M. Allen, Castner Knott Company, Nash- 
ville, $100; Eddie Nunan, Jas. K. Wilson 
Company, Dallas, $100; William E. Mixon, 
Kresge’s, Newark, $100; Charles A. Merrill, 
S. Kann Sons Company, Washington, $100, 
and C. M. Shrider, A. E. Starr Company, 
Zanesville, Ohio, $100. 

In addition, Hickok awarded ten prizes 
‘of $50 each, ten of $25, and 50 of $10 each. 
' Contest judges were Sam Singer, Men’s 
‘Apparel Reporter; W. L. Stensgaard, W. L. 
Stensgaard & Associates, Inc., Chicago; Ray 
"Brewster, vice-president of Hickok, and 
R. C. Kash, editor, DISPLAY WORLD. 


Display Firm Issues 
Own House Organ 

A new house organ is being published 
monthly by Displaymasters, Inc., 127 Wash- 
ington avenue North, Minneapolis, to assist 
businesses in their display promotion and 
exhibit planning. Purpose of the house 
organ is to better inform business organiza- 
tions about workable ideas and display tech- 
niques. Contents of the organ will also 
include reprints of the best articles from 
trade journals and a calendar of trade shows 
taking in a six months’ period. Copies are 
available to anyone at no charge by writing 
Displaymasters, Inc. 


‘Dittmar Resumes Work 

‘After Accident 

' After two months spent in recovering 
“from a bad automobile accident near Au- 
gusta, Ga. Lothar Dittmar is preparing 
to resume his travels on the road on behalf 
of Nardini Display Studio, Hollywood. 





Change Of Address 
For Paragon 

Paragon Displays has announced the 
firm’s removal to larger and more modern 
quarters at 105 East Ninth street, New 
York City 3. 


COMING UPI 
Anniversary, beginning of 
Korean War 
Swim-for-Health Week 
Independence Day 
N.A.D.I. Display Market Week, 
Chicago 
National Farm Safety Week 
National Aviation Day 
Labor Day 
National Tie Week 
National Home Week 


June 25 
June 25-30 
July 4 


July 8-12 

July 22-28 
August 19 
September 3 
September 8-17 
September 9-16 
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Nominations Are Made 
For NADI Election 

The following have been nominated for 
the annual election of the National Asso- 
ciation of Display Industries, to be held 
in Chicago during Display Market Week, 
July 8-12: 

For president, Earl W. Gasthoff, of the 
Danville, Ill., company of that name; Albert 
Bliss, Bliss Display Corporation, New York 
City; Trowbridge H. Stanley, L. A. Darling 
Company, Bronson, Mich. 

For first vice-president, I. T. Vierheller, 
Garrison-Wagner Company, St. Louis; 
Clemens Scheuer, Scheuer Creations, Inc., 
New York City; Philip S. Goldberg, 
Schack’s, Inc., Chicago; Lawrence J. Char- 
rot, L. J. Charrot Company, New York 
City; Dave Starkman, Los Angeles; Francis 
Messmore, Messmore & Damon, New York 
City; Ralph W. Adler, D. G. Williams, 
Inc., New York City. 

For second vice-president: Charles Wald- 
man, Standard Fixture Company, Inc., Dal- 
las; Samuel Froelich, Reflector Hardware 
Corporation, Chicago; J. E. Campbell, Sher- 
man Paper Products Corporation, Newton 
Upper Falls, Mass.; Charles Mileo, Mileo 
Mannequins, New York City; Joseph 
Frankel, Frankel Associates, Inc., New York 
City; Owen Comstock, Shoe Form Company, 
Inc., Auburn, N. Y.; Werner S. Brunn, Brunn 
& Bertheim, New York City; Syd Messer, 
Display Equipment Corporation, New York 
City; Alvin M. Mendle, American Fixture 
& Mfg. Company, St. Louis; George Sil- 
vestri, Silvestri Art Mfg. Company, Chicago; 
C. Barrango, C. Barrango Company, San 
Francisco. 

For secretary: Edgar E. Moser, Allied 
Display Materials, New York City; Warren 
A. Gallagher, Coy, Disbrow & Co., New York 
City; Philip Goldberg; Norbert H. Austen, 
Austen Displays, New York City; Alfred 
Lutz, A. Lutz & Co., New York City; Al 
D. Cook, Cook & Meier, Chicago. 

For treasurer: Richard J. Adler, Adler- 
Jones Company, Chicago; Al D. Cook; 
Sam Froelich; John T. Jackson, Old King 
Cole, Inc., Canton, Ohio. 

The following have been nominated for 
the board of directors: Albert Bliss; Clem- 
ens Scheuer; Junius Fisher, General Dis- 
play Corporation, Cincinnati; Philip Gold- 
berg; Max Bogaev, Arrow Display Associ- 
ates, Philadelphia; Lawrence J. Charrot; 
Edward S. Arkow, Arkow-Lewis Associates, 
Philadelphia; Arthur Maharam, Maharam 
Fabric Corporation, New York City; Arthur 
Weinberg, Frederic Weinberg, Philadelphia; 
Peter Schott, Jr., American Fixture & Mfg. 
Company; Norbert H. Austen; Warren 
Tobecksen, Sherman Paper Products Corpo- 
ration; Edgar Rosenthal, The Greneker 
Corporation, New York City; H. S. Brand- 
man, Swivelier Company, Inc., New York 
City, and Samuel Froelich. 


Oscar Rutgers Resigns 
Adler-Jones Post 


Oscar Rutgers, who joined Adler-Jones 
Company, Chicago, a few months ago has 
resigned his position as director of design. 
He will announce his future plans after a 
short vacation in the West. Rutgers for 
six years was display director of Namm’s, 
Brooklyn, before joining the Chicago firm. 
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LILLIAN GRENEKER 
ANNOUNCES 

AN ENTIRELY NEW 
lomo} GW lon a tek, Bena 
ORIGINAL 

PAPIER MACHE 
MANNEQUINS... 
INTRODUCING MANY 
NEW AND STRIKING 
FEATURES..INCLUDING 
AN IMPORTANT 
GROUP STYLED 


t 
BY RENE BOUCHE 











n every detail, 
the figures by which 


are judged 


Presenting three new lines of distinctive, 
original mannequins, showing in New York 
Fifth Avenue windows. 


Presenting for the first time the new figures 
designed by Lillian Greneker, Inc. 


Now available in Canada at Mannequin 
Studios, 117 St. Patrick Street, Toronto, 
Ont., Canada. 22-14 40th Avenue, Long Island City 1, WN. Y. 
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Jordans 
Centennial 


By ALBERT C. SMITH 


—One of the institutional displays featuring 
giant "100" and the skyline background, as 
well as Jordan's quaint “Observer” figure, is 
at the top . . . Center, French viands were 
shown before this colorful street scene . 

Lower right, the floral effects were on painted 
screening . . . Directly below, signs 50 feet 

high stress the store's centennial year— 


ORE and more as the year 1951 un- 

folds, the eyes of New England 

shoppers are upon Boston and the 
doings at the Jordan Marsh Company as 
it celebrates its 100th anniversary. Jordan's 
calls this of Good 
Will”. Everyone at this famous old store, 
from top level down, is doing his bit to 
make it a great centennial. 

Particularly important in this venture is 
the duty of the display department under 
Walter Krysto in carrying out the long- 
range program of events that will extend 
throughout the whole year. 

First impressive banks of the 
year were the announcement settings. Spear- 
heading these displays were Jordan designed 
and created reliefs showing the old Jordan 
skyline against the current modern archi- 
tecture. Three-foot high digits moved across 
the relief to proclaim “100th”. Jordan's 
assembled a small army of statues of its 
now famous “Observer”, the quaint colonial 


ccasion its “Golden Yez 


window 











character which Jordan’s created for its 
displays and advertising, to pass pertinent 
comments on the progress of the new build- 
ing program. An “Observer” appeared at 
each of the reliefs in the windows and on 
the street floor ledges. 


Jordan’s second series of 25 window dis- 
plays gave high compliment to the industry 
and integrity of that number of New 
England firms also in the 100-year-or-older 
category. In selecting these companies for 

[Continued on page 74) 
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A Plea For Fine Art In Display 


HY is there not more fine art used 
in the windows and interiors of retail 
stores throughout the country? Is 
it because most display directors have a mis- 


taken idea that it is too costly? Is it be- 
cause store promotions do not permit enough 
advance time for fine art to be employed in 
display? Is it because of a general indiffer- 
ence on the part of display directors to fine 
art? Let us examine the pros and 
in this matter, for it is an important one 
to display. 

Let us look first at the fact that store 
} windows are a year-’round exhibition for 
the public’s benefit as well as that of the 
}store. But unlike a picture gallery, the 


cons 


REEAL TRE il 


By ANNOT 
Jacobi-Annot Studio, New York City 


shopper does not have to make an effort 
to enter the place where the exhibition is 
being held, and there is no question of paying 
an entrance fee. 

For everyone can see display windows. 
They offer an unparalleled opportunity to 


—Upper left, a painting on paper gives the 
illusion of costly tapestry for a back-to-school 
motif ... Upper right, the Pillement influence 
is seen in this painting on silk for Abraham 
& Straus, Brooklyn . . . Lower left, Roger van 
der Weyden angels on birdseye maple for a 
Christmas theme . . . Lower right, baroque 
imagery characterizes this background paint- 
ing for Franklin Simon & Co., New York City— 


create the onlooker’s mood, to direct him to 
enter the store. When we realize the vital 
responsibility of windows in bringing cus- 
tomers into the store and of interior dis- 
play in selling them once they are within, 
then we wonder why only about 16 per cent 
of a store’s advertising budget goes for dis- 
play. 

But let us at least do the best we can with 
that small 16 per cent. There are certain 
ever-recurring promotions in the display 
year, such as back-to-school, Paris openings, 
the store anniversary, Valentine's Day, 
Southern wear, travel, Christmas, Easter, 
and the like. From the usual display stand- 

[Continued on page 108) 
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swiveilier 
UNIVERSALLY ADJUSTABLE LIGHTING PRODUCTS 


IT’S NOT A SWIVELIER | ONLY swiveticr pRopucts 

PRODUCT UNLESS IT ARE MADE WITH THE. . . 

CARRIES THIS DISTINCTIVE | Patented SPRING TENSION 
SWIVELIER  TRADE-MARK SWIVELIER SOCKET! 


@ Universally 
Adjustable 

@ No Wing Nuts or 
Set Screws 

@ “Stop” Prevents 
Wires Twisting 

@ "Stays Put... 
At Any Angle!” 

@ Made to Army Air 
Force Specification 


























Illustrated are a few of hundreds of different SWIVELIER Products 

















SEE COMPLETE DISPLAY IN ROOM 753, N.A.D.I. MARKET WEEK 


SWIVELIER PRODUCTS ARE MADE ONLY BY... 
SWIVELIER COMPANY INC. 


30 IRVING PLACE @ NEW YORK 3, N. Y. 




















DISPLAY 


...on and off the record 





—The display staff of 
Shartenberg's, Inc., 
Pawtucket, R. |., at a 
farewell party for Bill 
Risho, who was leaving 
for military duty. Left 
to right, Sarah Kinoian, 
Mrs. Ray Ahmuty, Ray 
Ahmuty, display di- 
rector, Ralph Cote, and 
Bill Risho— 


—On the trail of a 
good idea for display- 
ing plaids is John 
Flotten, display director 
of Phelps-Terkel, Los 
Angeles. Three different 
plaids are represented 
in his cap, jacket and 
tie — all worn in con- 
nection with a recent 
plaid promotion by the 
store— 


—Philip Friedman, 
display assistant, 
drapes an effection- 
ate arm around a 
mannequin while 
installing a window . 

at The White House, ih eas ‘ —Del LeSage, display di- 

Tucson— ‘ ’ . ct rector for the Spokane Dry 

: Goods Company, Spokane, 

believes in the saying 

“When in Rome do as the 

Romans do". Here he is 

in Western hat, tie (and 

boots which don't show), 

at the Pendleton Roundup, 

The background is formed 

by a large Indian village— 


—Time: 7 o'clock on a 
Sunday morning, and Ralph 
Egurola ruefully surveys 
the damage caused by a 
large rock thrown through 
the plate glass by some 
vandal in a passing auto- 
mobile. Three windows 
were broken— 


—At the left of this trio is 
Clement Kieffer, Jr., display 
director for The Kleinhans 
Company, Buffalo. In the 
center is Florence Trenk, of 

L. Stensgaard & Asso- 
ciates, Inc., Chicago, and at 
the right is Kenneth Hildreth, 
J. N. Adam & Co., Buffalo— 
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Now you can see for yourself why 
GUSTAVE RUBNER’S exclusive designs 
and materials are “Tops with the Trade” 
season after season... year in and year out. 
Yes, our brand-new Fall and Christmas 
Sample Books . . . jampacked with a superb 
array of magnificent display materials 
... are now yours for the asking! 

SEND for your free copy of Fall book of 
“Decorative Display Papers and Fabrics” 
... see its dramatic patterns, exciting colors, 
intriguing textures . . . and you'll know 
why we say “the most popular and unusual 
display materials always come from 
Gustave Rubner.” 


GET your free copy of our 
Christmas book at our Market 
Week display in Chicago, Room 
672, Hotel Morrison (July 8-9- 
10-11-12). Available by mail 
after July 12th. 











Your free copy of Gustave Rubner’s “GROOVED 
GRAINS” is waiting for you... with actual 
specimens of such impressive papers as “Groove 
Applique” (illustrated )—'Texturette”—‘Monotones” 


—and many others. Write for it on your letterhead today. 


Makes Makes Makes 
Parquet OT acluakohils Unique 
Effect Columns Backgrounds 


SENSATIONAL fer any SEASON! 


Gustave Rubner’s “Grooved Grains” 


A choice collection of exclusive textures in the modern mood 
... with a decorator’s touch. Unique wood-grained papers 

that impart a raised, three-dimensional effect 

to backgrounds, floorings, columns, platforms, blocks. 


There’s Always Something New Src. 
5925 Broadway, New York 63, N. Y. 
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Safety Campaign 


Here is a series of five displays telling in sequence style the 
need for careful driving, and stressing particularly the possible 
consequences of driving while drinking. 


H. Edel, display director for The Belfast, Johannesburg, South 
Africa, describes the displays: “For the first time we broke away 
from displaying merchandise at our pavilion at the annual Rand 
Easter Fair. Instead, we sponsored a road safety campaign and 
the results were very gratifying from a prestige standpoint. To 
attract attention to our pavilion we featured a smashed car, 
half-way through a panel. The interior was divided into ‘win- 
dows’, each representing a scene in the life of a drunken driver. 
We feel that this was an unusual way of demonstrating the need 
of ‘Keeping Death off the Road’. 

“The severeness of the whole set was eliminated by just show- 
ing a child’s shoe and a Teddy bear beneath the debris, and in 
the last scene making clear that the whole thing had been just a 
dream.” 
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HASY AS BLOWING UP A BALLOON! 


alool what this child can do with an inflated 
balloon ail 


COLLOID TREATED FABRIC 


It is so simple . . . Inflate balloon then brush 
“Celastic” Parting Agent No. 737 over entire 
surface ... Tear “‘Celastic” into squares, dip into 
Softener and apply one layer over balloon. 
When dry, deflate balloon . . . That’s all there 
is to it .. . It’s light, unbreakable and weather- 
proof too!!! 





MY 


LA 
For concave effects as on the 
apple, pumpkin or Xmas orna- 
ment, place "Celastic’’ covered 
| balloon between a jig, using two 
dowels and apply pressure on 
both ends. For eliptical shapes 
such as Xmas ornaments or foot- 
balls, before inflating balloon, 
tie one end with cord and inflate. 
Then tie opening, draw in oppo- 
- site directions and fasten. To 


make ridges on pumpkin, draw 
masking or adhesive tape tightly 
around balloon, then apply 
“Celastic’. Use No. 32 or No. 
45 "Celastic" for objects on this 
page, 


“Celastic’’ Demonstrated 
Room 447 — Morrison Hotel, 
Chicago, July 8th to {2th 


+ 
NATIONAL DISTRIBUTORS — U.S.A. AND CANADA 
ll CMe DISPLAY AND ALLIED INDUSTRIES 
til 
en Walters inc. 


125 WEST 26TH STREET, NEW YORK CITY 1 


*Trade mark of the Celastic Corp. 





Displays By 


HESE displays are from a series done 

by Walter A. Spiro for Gertz, Jamaica, 
L.L., just before he resigned the display 
director's position with that store in orde 
become head of display for Gimbel’s, 

lelphia 

The first photograph shows one window 
out of three devoted to bridal gowns. One 
section was given over to the formal wed- 
ding gown, one to the gown for a summer 
wedding, and the third to the informal wed- 
ding gown. 
A neo-c 
art technique applied to cut-out composition 
board. This cut-out art work was arranged 
like stage props with the front layer placed 
right against the window; two other cut-out 
panels were stepped back into the window. 
The color scheme was kept in pastels and 
varied from window to window. A softening 
effect was achieved by the use of organdy 
leaves and flowers which protruded from 
behind the wings. Each bride carried a 


assic approach was used in the 
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bouquet of flowers made up individually to 
blend with her bridal attire. The floor 
covering was a black rug; and the back- 
wall washed with colored lighting to 
conform to each individual scheme. 
White illumination on the pro- 
vided by spotlights. 

Next is a display used on the apparel 
floor to tie-in with a store-wide promotion 
on lace apparel in conjunction with Houbi- 
gant’s “Chantilly” perfume. The plaster 
cupid unit used as a prop for the display 
of perfume bottles was further enhanced by 
an application of tiny china-like pastel 
flowers, giving the whole display a “Dresden 
China” effect. Foil fans with lace designs 
stencilled on the surface were used. 

The entrance to the Long Island 
restaurant was especially dressed for a 
“Muguet-de-Bois” promotion with an awning 
denoting the theme. Each table in the res- 
taurant had as a centerpiece a basket filled 
with lilies of the valley. 


Was 
color 


bride was 


Room 
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For the Sacony display, the effect of an 
old-fashioned suburban store was obtained 
by the use of routed plywood panels. The 
routing effect was used to lend a dimensional 
architectural feeling to the plywood set. The 
facade of the “store” was sprayed charcoal 
gray with touches of pink and gold rubbed 
over the routed surface. The background 
was purposely kept dark in order to give 
the merchandise, which was in pastel colors, 
an opportunity to stand’ out. 

Last is a photograph showing one of many 
showcases on the street floor with a Mother’s 
Day theme. This particular one was in the 
glove department. Above the showcase the 
slogan “Mother 365 days of the year” ap- 
peared. The windows and interior displays 
showed an old-fashioned house made from 
cut-out wallboard, the interior of each house 
being open to reveal different scenes in 
which a mother might appear during the 
year. This approach was carried out through 
all window and interior displays. 
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mas orders must be placed early this year. 
Attendance at Display Market Week will 
enable a great many displaymen to complete 
their plans for these events, particularly 
for the holiday season. Display manufac- 
turers simply must hav: more than the 
usual time this year to take care of Christ- 
mas display production; in 1950 quite a 
few displaymen had to make last-minute 
substitutions in their carefully worked out 
holiday plans because they placed their 
orders so late that it was impossible for the 
manufacturers to fill them. Even where this 
was not the case, shipments of Christmas 
displays in a number of instances reached 
stores several days after they were supposed 
to go on view. Late placement of orders 
was the cause, almost without exception. 
Accordingly, displaymen are urged to com- 
plete their Christmas plans at Display 
Market Week, get their orders into pro- 
duction and be sure that their windows and 
interiors will be ready when their stores 
break with the holiday promotions. 

As pointed out in the article by John 
Bowman elsewhere in this issue, the Supreme 
Court's ruling on the Fair Trade Act, where- 
in-it held that stores which have not signed 
agreements to maintain fair trade price 
levels need not sell at prices specified by the 
manufacturer, may have far-reaching sig- 
nificance on the handling of new promo- 
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Attendance At Market Week 
More Important Than Ever 


Perhaps at no time since World War 
II has it been so necessary for displaymen 
in key positions to attend the next Display 
Market Week—to be held July 8-12 at 
the Hotel Morrison, Chicago, under the 
sponsorship of the National Association 
of Display Industries. There are several 
reasons why this showing of fall and Christ- 
mas display materials is far more important 
than usual. 

In the first place, the display property 
and supply field is changing almost daily 
at this time, due to government regulations 
On metals and other materials involved in 
Smany forms of display production. Thus 
far, during the first six months of 1951, we 
have seen few actual shortages so far as 
the displayman is concerned. But the gov- 
ernment has issued numerous warnings that 
defense production will be stepped up ma- 
terially during the second half of this year, 
and that means increasing scarcity of many 
materials. There may even come a time 
between now and 1952 when the pinch of 
shortages is really going to hurt. It is up 
to the displayman to acquaint himself with 
future probabilities along this line and to 
be prepared for them. 

At the Display Market Week these dis- 
playmen will have a chance to see for them- 
selves what developments have taken place 
up to this time. They will have an oppor- 
tunity of talking personally to their sup- 
pliers and getting a first-hand picture of 
what to expect in the months to come. With 
this knowledge they will be able to form 
their own plans more effectively to do the 
best possible job for their stores. 

We have pointed out in these columns 
many times recently that fall and Christ- 





OPS REGULATIONS 
ON DISPLAYS 

As display firms have found it im- 
possible to file price schedules with the 
Office of Price Stabilization under 
Ceiling Price Regulation 22, numerous 
applications have been made to exempt 
these products from price ceilings 
because of the custom nature of much 
of the work. 

While no decision has been made as 
yet by OPS, advice has been received 
from Washington that displays prob- 
ably will not be exempted from price 
ceilings but as it is recognized that 
manufacturers of custom made prod- 
ucts practically can not file price 
schedules under CPR 22, a new regu- 
lation will probably be issued to pro- 
vide a simple formula applicable to 
such products. OPS hopes to have 
this regulation issued around the 
middle of June, since the deadline for 
filing price schedules is now July 2. 
It is expected that this formula will 
require the producer to show his cus- 
tomary method of pricing and increas- 
ing of prices, and his future operations 
while price controls are in effect will 
be governed by the information filed. 

Watch your local newspapers and 
check with your local OPS field office 
to obtain detailed information. 

As regulations now stand, manufac- 
turers with last fiscal gross sales under 
$250,000 have the option of using 
CPR 22 or remaining under the general 
price freeze. This latter regulation, 
however, makes no provision for in- 
creasing prices due to cost increases 
but was a temporary measure to hold 
the line on prices until more specific 
regulations could be developed. 
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tions coming up. We recommend a careful 
reading of this article, and investigation 
by the displayman as to how this situation 
may affect his own store. By being present 
at Display Market Week he will be able to 
compare notes with other displaymen from 
all parts of the country and learn what is 
planned by others in this respect. It goes 
without saying that one of the greatest bene- 
fits obtained by displaymen in attending 
display conventions or market weeks is this 
personal interchange of views and _ infor- 
mation. 

Another reason for planning to be in Chi- 
cago during July 8-12 is one that has been 
mentioned many times before: It offers the 
displayman an opportunity to see and com- 
pare the offerings of top manufacturers 
and display suppliers, all gathered together 
in a concentrated area where shopping the 
lines and making buying decisions are made 
as easy as possible. 

From the entertainment side, Chicago 
offers many possibilities and to supplement 
these features the NADI has arranged a 
superb program for the ladies who will be 
present. A cocktail party the evening of 
Sunday, July 8, has been planned to get 
the Display Market Week off to a good start, 
to give those present a chance to make ap- 
pointments for the four days ahead, and to 
renew old friendships and make new ones. 

All in all, attendance at Display Market 
Week next month seems practically a ne- 
cessity for every displayman who wants to 
do the best possible job for his store. 


Display Unit Includes 
Bogus Bill Detector 

Greatly prolonged use as a counter piece 
is assured various display units by incor- 
porating into them a counterfeit bill de- 
tector, according to a spokesman for Aaron 


Display Industries, 542 West 52nd street, 
New York City 19. 

The bogus bill detector is called the 
“Spuriscope” and looks like a_ telephone 
dial. To check the authenticity of a bill, 
regardless of its denomination, the cashier 
or clerk dials the bill’s serial number and 
looks for the letters that appear in a small 
window on the face of the device. One of 
the letters must correspond with the check 
letter on the bill; otherwise it is counterfeit. 

Aaron Display Industries acquired ex- 
clusive rights to the device for counter and 
cash register displays in the belief that it 
might be the answer to the problem of how 
to secure practically permanent use of dis- 
play units. 


Boat Ride Planned 
For St. Louis Group 

Edward H. Lamprich, Laclede Gas Com- 
pany, and president of the St. Louis Display 
Guild, announces that the club is planning 
an excursion on the deluxe river steamer 
“Admiral” on the evening of June 26. He 
extends an invitation to any displaymen who 
may be in St. Louis on that date to join 
the Guild for the boat ride. 

Newly elected officers of the organization 
were formally installed on June 13 at the 
Forest Park hotel. At the same time plans 
were made for a large number of members 
to attend the Display Market Week in Chi- 
cago July 8-12. 
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BEST WINDOWS 


No. 14 Snow Scene with Road — 4 Panels: $44 compicte 
In Cool Ice Blue From footwear to headweor ... from um- 
brellas to sporting equipment . . . whatever 
TY bP : , the season or the merchandise you'll display 
[ 4 ; Ret it to best advantage against this true- 
picture background. These colorful photo- 
murals are made of fine close-weave rayon 
crepe — durable, sun-fast and easily washed 
or dry cleaned for use season after season. 
Join the many fine stores all over the country 
now using this economical background for 

| and pr tional windows. 
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14 DIFFERENT SCENES 


In addition to the three scenes illustrated, the 

following are available for immediate delivery: 

: 3 te Garden Scene, College Campus, Cherry Blossoms 
i i. i bbe = in Washington, Woodland with Brook, Winter 
Wonderland with Brook, Arc de Triomphe in 

Paris, Stairway in Grand Opera House in Paris, 


No. 2 Snow Scene — 4 Panels: $44 complete The Acropolis in Greece, New York Skyline, 


+ Com he Se Tropical Beach, Nautical Summer Scene. 


ONLY $11 PER PANEL 


Each panel 100" high, 42" wide 


Send Today for Complete Catalog 


ORDER DIRECT OR 
FROM YOUR JOBBER 


DECORATIVE DISPLAYS 


No. 1 Rustic Woodland — 5 Panels: $55 complete 57-57 63rd Street, Ma speth, L. 1, N.Y. 


Shades of Green, Brown or Wine 
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Doubled Hat Sales 


By E. W. NUNAN, Jas. K. Wilson Company, Dallas 


T IS no secret what draws people to shop 
downtown instead of the more convenient 
neighborhood shopping villages. It’s se- 
fection that does the trick. And by the same 
foken it’s selection and presentation that 
@raw customers to one store instead of 
fhe competitor's next door 
Getting out of step with everyone else 
sn't always easy and each year we are faced 
With a particularly difficult problem with the 
isplay of straw hats since there is very 
ittle difference in the lines carried by com- 
eting stores. To give Dallasites an extra- 
rdinary reason for buying their new sum- 
ner straws at Jas. K. Wilson, we used an 
Id idea in a new and interesting manner. 
he impact of over 160 straw hats in one 
ank of windows gave a selection of straws 
Beldom before, if ever, seen in Dallas. The 
Berforated hardboard employed used a lim- 
@ space to full advantage. First of all, very 
fittle regular merchandise of other depart- 
Ments had to be left out and at the same 
fime the hat department was given a bigger, 





more impressive spread than it had ever 
had before . .. and for a longer time. 
Secondly the use of this material allowed the 
hats to be presented in an orderly manner 
so that the customer could see everything 
there was to see in straw hats in a matter 
of minutes. 

A third dividend was the .pléasing and 
colorful over-all effect created in the win- 
dows. Each board was carefully laid out 
to show a particular phase of our straw hat 
story (that is, one was devoted to Milans, 
one to Panamas, one to sailors, one to 
3akus, etc.) The break-down was carried a 
step further to enhance the forcefulness of 
the windows; the hats were arranged by 
colors and types of bands and then the rest 
of the window was coordinated with the 
colors used on the boards. 

An outstanding example of this was the 
blue window. Navy blue clothing and ac- 
cessories were used in the foreground and 
different blue bands were used on the straw 
hats. The over-all effect of the windows 
was almost sensational from an_ artistic 
sense, as it was from the sheer impact of 
the dozens of straws showed. 
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But . . . the proof is in the pudding! 
The first week of the straw hat season 
broke all existing straw sales records for 
the store and doubled sales over the previ- 
ous year. HEere was a promotion that had 
not only immeasurable institutional benefit 
for the store and which created unprece- 
dented demand for straw hats (as well as 
increased sales in every department in the 
store), but it also paid for itself and within 
the normal allotted percentage allowed for 
promotion. 

We're not yet through with the use of the 
boards. Their relatively small cost will be- 
come infinitesimal by the time they have 
been used in a hundred different ways. There 
is no limit to the varied uses of these ex- 
tremely versatile and functional perforated 
boards, For hats, for ties, for shirts, for 
slacks and for countless other types of 
merchandise the only limit to their use is 
the imagination of the man using them. 


Push-Button Displays 
At RCA Exhibition 

Push-button sound and visual exhibits 
of new electronic equipment for science, in- 
dustry, the theatre, education, and public 
service went on display May 15 in the RCA 
Exhibition Hall at Radio City, in New York. 
The special exhibit is representative of the 
hundreds of products manufactured by the 
RCA Engineering Products department. 

Six modernistic display cases feature typi- 
cal equipment from each of six major prod- 
uct categories. Each display, approximately 
6 by 4 feet in area, is fully described and its 
use is illustrated by two to three-minute 
sound motion pictures reproduced auto- 
matically on a 9 by 12-inch rear-view pro- 
jection screen at the visitor’s touch of a 
button on the display case 

One of the most unusual of the displays 
presents in miniature a complete television 
studio fitted with actual scale models of 
cameras and other equipment. The accom- 
panying film, entitled “Magic Carpet,” de- 
scribes the transmitting, studio, film, mon- 
itoring, and test equipment which bring 
the best in entertainment and news into the 
home. 

Most exciting of the film scripts is that 
prepared for the mobile communications ex- 
hibit, entitled “Radio at Work”. Opening 
with a night hold-up and the eventual cap- 
ture of the thugs by police in radio-equipped 
cars, the film follows through with other ap- 
plications of two-way mobile radio 

Electron micrographs of submicroscopic 
objects and a model of the new permanent 
magnet electron microscope are shown in 
the scientific instrument exhibit. 


Mannequin Line Shown 
In New Booklets 

Darling Displays has just completed beau- 
tiful new brochures showing the company’s 
complete selection of mannequins. Featured 
are three completely new series: the “Fem- 
ina” group of misses’ mannequins, the chil- 
dren’s mannequins, “Playmates”, and “The 
Men”, the new rugged and handsome men’s 
figures. Full color reproductions in each 
brochure show mannequins by Darling in 
actual use. Brochures and photographs are 
free on request to Darling Displays, Bron- 
son, Mich. 
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STONE’S THROW ... 


Cook & Meier, Inc., just a stone's throw from world famous 
State Street and Marshall Field & Co., invites you to 
visit one of America's largest showrooms, an avenue of 
27 windows, presenting our Greater Than Ever 
Christmas Show. 


YOU WILL SEE 300 corefully planned interior and 
window units manufactured in the newest media and 
design. It will take time to absorb the glory of this 
huge exhibit, so... 


PLAN TO BE OUR LUNCHEON 
GUEST—Monday through Wednesday 
--- Sully 9-11... 11 a.m. to 2 p.m. 


COOK and MEIER. Ine. 


159 NORTH MICHIGAN AVE. CHICAGO 1. ILLINOIS 
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New Book By Sylvania 
Correlates Lighting, Colors 


A new book which will enable displaymen, 
decorators, designers, and others to pre- 
dict how a color will look under any one of 
the eight colors of white light now avail- 
able, is announced by Sylvania Electric 
Products, Inc. 


Entitled “Color Is How You Light It”, 
the new book, according to Winonah Murphy, 
the company’s color expert under whose 
supervision the work was done, is an im- 
proved and expanded version of the original 
introduced by the company two years ago, 
for which there have been over 30,000 re- 
quests. This second edition includes analy- 
ses of the two new de luxe colors of fluo- 
rescent white light perfected since publica- 
tion of the first Sylvania color and light 
book. 


To complete analyses of the eight light 
sources and their effects on 40 colors, Miss 
Murphy and her staff conducted hundreds 
of tests. As a result of these tests the book 
is expected to be of assistance to people 
foncerned with the selection of lightimg and 
he coordination of light and color. 

* “With an understanding of the basic re- 

ions of color pigments to light, and 
nowing the color properties of the seven 
shite fluorescent tubes as well as the incan- 
escent bulb’s characteristics,” Miss Murphy 
eclares, “anyone can now plan the dec- 
ration of a store or home and have it cre- 
te the warm or cool atmosphere desired.” 


Colors in the new book are separated into 
ve groups of eight colors each, according 
o the light under which they appear most 
avorable. Most colors, Miss Murphy ex- 
lains, are made up of a large percentage of 
ne color, a somewhat smaller percentage 
f another color, and still smaller parts of 
ther colors. For this reason, the color which 
is present in the largest quantity will de- 
fermine the basic reaction to the light source 
@nd the color present in the lesser amount 
Will determine which light source will be ac- 
Geptable as a second choice. 
» “It is not always desirable to show a color 
in its most vivid and lively capacity,” the 
book states. “Sometimes in decorative and 
@esign work with softer, more 
subtle effect is required, so that the light 
to choose is the one which does the most 
satisfactory job on all of the color combina- 
tions used rather than one which emphasizes 
only one or two colors.” 

Copies of the new “Color Is How 
Light It” book, number FL-420, may be 
secured from the advertising department 
of Sylvania Electric Products, Inc., 87 Union 
street, Salem, Mass., 


colors, a 
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at 50 cents a copy. 


Catalogue Shows Full Line 
Of Accessory Display Units 


One of the most comprehensive catalogues 
ever released on accessory display units has 
just been published by Nat Siegel, Inc., 39 
West 37th street, New York City 18, and 
will be sent on request. 

The 52-page brochure covers all types of 
displayers, card holders, glove forms, shoe 
and hosiery forms, jewelry units, mirrors, 
racks, and the like. More than 100 illustra- 
tions are included. 


Your New York BUYING GUIDE 


Acrylite Products, Inc. 
1545 Inwood Ave. TR 8-7403 


FINEST IN DISPLAY FIXTURES 
Plastic — Wood — Metal 


Victor Haida Displays, Inc. 

149 West 24th St. CH 3-3540 
DESIGNERS & MANUFACTURERS 
OF CREATIVE DISPLAYS 
Largest Showroom in the Country 





Allied Display Materials, Inc. 
65 Madison Ave. MU 5-6487 
NOVELTIES, ARTIFICIAL FLOWERS & 
DISPLAY MATERIALS 
For Windows and Interior Store Display 


David Hamberger, Inc. 
115 West 3ist St. PE 6-0464 
MANUFACTURERS OF DISPLAYS 


Artificial Flowers, Functional Units, 
Backgrounds, Novelties 





_ Arts & Flowers Displays, Inc. 
43 West Séth St. Cl 7-6848 


ARTIFICIAL FLOWERS and FOLIAGE 


Display Novelties and Accessories 


A. Lutz 
3 West 18th St. CH 2-6264 


REED AND RATTAN DISPLAYS 
Display Units, Frames, Screens, Novelties, Fixtures 





Bliss Display Corp. 
460 W. 34th St. BR 9-5750 


DISPLAY PROMOTIONS 
Display Settings, Novelties, Animated Displays 


Magnani Mannequins 
236 West 40th St. 


MANNEQUINS 
Ladies’, Misses’ and Children's Models 


PE 6-3593 





Bois Smith Studios 
228 West 39th St. LO 4-6454 
WINDOW & INTERIOR DISPLAYS, 
ARTIFICIAL FLOWERS 


Maharam Fabric Corp. 
130 West 46th St. LU 2-3500 


DISPLAY FABRICS & ACCESSORIES 
Chicago 115 S. Wabash 
Los Angeles 1113 S. Los Angeles 





Bonafide Display and Decorative Co. 
61 West 37th St. WI 7-7965 


ARTIFICIAL FLOWERS and FOLIAGE 
Original Creations for Better Displays 


Messmore & Damon, Inc. 
1461 Park Ave. TR 6-3530 


MECHANICAL DISPLAYS 
Papier Mache, Industrial Exhibits and Dioramas 





L. J. Charrot Co. 
36 West 37th St. WI 7-1687 


ARTIFICIAL FLOWERS 


Display Units, Novelties and Decorations 


Natural Creations, Inc. 
233 Fifth Ave. LE 2-2377 
FOLIAGE NOVELTIES, 
DISPLAY DECORATIONS 


Creative Displays — "It's a Natural” 





Colonial Decorative Display Co., Inc. 
70 West 40th St. WI 7-0230 


ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties and Decorations 


Thomas Pace Co., Inc. 

506 West Broadway GRamercy 7-0778 
ARTIFICIAL FLOWERS & XMAS TREES 
Decorative Display Novelties 
Sell to Jobbers Only 





Decorative Creation & 
Art Flower Co., 
13 West 27th St. 
ARTIFICIAL FLOWERS, DISPLAY 
DECORATIONS 


Bert Greenbaum Werner Leburg 


Result Displays, Inc. 
503 West 33d St. LO 3-8900 


PLASTIC TRAYS AND HANGERS 
A quality product priced right 





Decorative Plant Corp. 
136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 


Display Settings, Novelties, Units 


Nat Siegel, Inc. 
39 West 37th St. WI 7-8485 
MANNEQUINS AND DISPLAY 


EQUIPMENT 
Distinctive Display Fixtures and Novelties 





The Display Equipment Corp. 

147 West 37th St. BR 9-8450 
Manufacturers and Distributors of Exclusive 
CORONET & WINDSOR 
MANNEQUINS 


D. G. Williams, Inc. 
498 Seventh Ave. LA 4-4069 


MANNEQUINS & DISPLAY FIXTURES 
Display Novelties and Equipment 








Frankel Associates, Inc. 
218 West 47th St. Cl 7-0060 
DISPLAY FABRICS & ACCESSORIES 


127 N. Dearborn St., Chicago; 
424 Book Bidg., Detroit; 819 Santee St., Los Angeles 





SAVE TIME — DO YOUR 
DISPLAY BUYING IN 
NEW YORK 


It's Always MARKET WEEK in New York 





ONLY IN NEW YORK CAN YOU GET THE ENTIRE 


DISPLAY PICTURE, EFFECTS AND INFLUENCES OF 
2000 YEARS OF EVER SHIFTING TRENDS IN WORLD 
DESIGN, MATERIALS AND STYLE. ALL ARE FIRST 
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KNOWN IN NEW YORK AND PRODUCED FIRST IN 
NEW YORK ARE THE INTERPRETATIONS OF THESE 
TRENDS TO KEY YOUR DISPLAYS TO A CHANGING 
WORLD AND TO CAPTURE A LARGER AUDIENCE. 


week york 


in new 














Products and 
ideas for the 


“DISPLAY 
SHOP 























We do more than sell display mate- 
rials at Arthur Brown & Bro. We sell 
the makings of display ideas that give 
you a chance to use your own ingenu- 
ity; to adapt professional display es- 
sentials to your own unique display 
needs! Here are two display helps 
that will arouse plenty of interest. 


OPAQUE PROJECTOR 


MODEL O 


Imagine the convenience of this Opaque Projector 
in your sign or display department! Need a large 
sketch — but fast? Just place this projector over 
a photograph, magazine page, coin, jewelry or 
ony flot opaque object—and you can project a 
screen image, faithful in every detail and color, 
4 feet square and larger. Projects an area 5” x 
5” at one time or larger area, a section at a time. 


$3225 


F.0.B., N.Y. 
LARGE PROJECTORS TOO! 


Send for descriptive folder showing entire line of 
opoque projectors. 


MITTENS DISPLAY LETTERS 


Complete with lamp and 
8-foot cord and plug. 


Copyright 1949 Mitten’s Display Letters 


These 3-dimensional letters are ready to use at 
once! They're inexpensive * they come in beau- 
tiful modern types © they're quick to handle! 
Note to ingenious display men: Mittens letters 
are as bright as neon when you gild them, or 
highlight them with shiny bead fragments! 


Send for folder showing complete listing of 
Mittens display letters, 


Visit America’s Leading Art Supply Center 


“THE DEPARTMENT STORE 
OF ART MATERIALS" 


ARTHUR BROWN & BRO. 
2 West 46th St. New York 19, N 


CO 5-7100 — Open Thurs. 'til 9 p.m. 
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Display Has Doubled. 
Its Effectiveness 


By W. L. STENSGAARD* 
W. L. Stensgaard & Associates Inc., Chicago 


E HEAR much criticism of display 
and perhaps rightfully so .. . but 
let’s take a good look at the past ten 


years and then fix our objective for the next 
five. Let's find what is expected of us and 
compare results per dollar investment of our 
media versus other media. The facts are 
all in our favor when properly stated, and, 
if not, let’s stand corrected. 

In 1940 only 14 cents of the promotional 
dollar in retail stores was spent for display. 
In (1949 this had grown to 17 cents. In re- 
ality, this was no increase because all labor 
and material cost had certainly increased 
during these many years from 25 to 109 per 
cent or more. 

Only if display had doubled in its actual 
efficiency could it operate at such a tiny per- 
centage of cost increase. Rates in all other 
during this same period increased 

Also during this same period retail 
volume increased from 42 billion to over 
140 billion dollars an increase of more 
than three and one-half times in ten years. 

National research in 1928 indicated that 
about 67 per cent of millions of dollars in 


media 
greatly. 


| display materials sent by manufacturers to 


retailers was not used or was wasted. Today 
this has been cut in half, or more. Because of 
display effectiveness, more study, more re- 
search, it is estimated that manufacturers 
will spend $100,000,000 more than two years 
ago for display materials and devices to im- 
prove the showing of their goods at point-of- 
sale. 

How has retail 
look at the record. 

First, because of our population growth 
which now increases at the rate of nearly 
three million per year. People are the only 
things that buy goods—so our future is bright. 
America will stop it. 
Therefore, let's terms of 


volume grown? Let's 


grow —no one can 
always think in 
people. 

Second, the buying power of people has 
increased because of increased incomes 
almost double during the past 15 years. This 
earning power will stay high, both because 
of full employement and because of high rates. 

We believe the next five years will bring: 

1, Full time consumer and war prevention 

production. 
2. Billions will be paid back by Uncle Sam 
for War Bonds and we estimate that half 
of this will be expended on consumer goods 
as bonds are redeemed. 

3. Expansion of new products such as tele- 
vision, aviation, atomic devices and many 
other methods of growth will be experienced 
by the American people. 

4. Improved products, methods and educa- 
tion, all will make for wider distribution 
of goods and services which people can af- 
ford to buy. 

These and insure the 


many other facts 


*Address before the Southern Display Associa 
tion, Dallas, April 30 


bright lookout with greatly improved living 
standards for all (only an all-out war can 
interfere). Let's plan, work and live and 
enjoy this great future in this great America. 

For a moment, let’s go back to the state- 
ment I made that “display effectiveness has 
doubled in the past ten years.” The National 
Retail Dry Goods Association reports that in 
1950 about 17 cents of the retail promotion 
dollar was being spent by stores for display 
as compared to 14 cents in 1940. Can anyone 
show me how only 3 cents increase can take 
care of the costs of labor and materials that 
have in most cases doubled in that same 
period? During this same time, retail volume 
has more than tripled. The answer in part 
is that display efficiency has made great 
progress. However, if we look to the great 
expansion of mail order stores, chain stores 
and large independent groups, we will find 
that they have perhaps made the greatest 
progress in department merchandise _ pres- 
entation because they have devoted more 
to research and study of comparative methods 
by which they can serve and sell more effi- 
ciently. More goods must be sold in less 
space if we are to hold our costs, and “grow 
more corn per acre”. Goods must be shown 
in a more efficient and organized method 
to assist in inventory contro] and insure less 
out of stock on best sellers. More effective 
arrangements and improved selling copy, plus 
follow through day by day, are extremely im- 
portant to merchandise presentation in any 
retail store —be it chain or independent. 

I do not believe independent retail stores 
have given enough attention to study and 
research by which they can be sure of the 
best methods; however, I am confident that 
all of this improvement in any direction is 
being watched by all of you and the result 
will be an over-all improvement by which 
all retailing will benefit. I suggest to all 
of you that you keep your minds and eyes 
open to the progress that is going on regard- 
less of where it may be. I suggest that many 
great ideas are being developed and only by an 
open-minded viewpoint can you be sure of see- 
ing them; after you see and recognize them, 
I suggest you use them. It may be necessary 
to transform the idea a bit to fit the charac- 
ter of your store, but certainly benefit by 
whatever improvement is proven to be right. 

Greater research and interest on the part 
of manufacturers is proving very helpful 
to retailing. A manufacturer with national 
distribution can sponsor studies, testing and 
development of methods and devices which, 
when proven to be better, can be offered for 
consideration of the retailer selling his prod- 
uct. This makes for economy and provides 
great assistance to open-minded retailers. 
Also, let us not overlook the improvement of 
display methods and merchandise presenta- 
tion in a wide and diversified classification 
of products. 

Time will not detailing 


permit further 
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The Perfect Dye 
Saves Time—Saves Money—Easy to Use. 


Get color harmony or renew worn, faded carpets 
without removing from floor. 


DY-O-RUG 


FOR COLOR MAGIC 


for Display ouepesse. 


Also wool fabrics, 


Easily applied — Ready for use next day — Pint 
covers 108 square feet — 14 colors. 


PRICE — All colors $2.29 pt. — Black $3.00 pt. 
HELMS CHEMICAL CO. 


BROOK, INDIANA 
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which has contributed to the progress that 
makes up for the 100 per cent improvement 
in the effectiveness of display that I claim 
has been accomplished during the past ten 
years. I am sure that on an over-all basis 
the estimate is very conservative and the men 
and women responsible should have the sin- 
cere appreciation of all retail and distribution 
management. In addition, improved mer- 
chandise presentation methods have brought 
direct benefits to the consumer by keeping 
costs of distribution lower than they would 
be with less effective and more inefficient 
methods. 

Display can and will increase its effective- 
ness 10 per cent or more in the next 12 
months. Here’s how and why. 

1. There will be plenty of goods to sell. 

2. Advanced planning can be done with 
greater assurance and effectiveness. 

3. Display windows will be less insti- 
tutional and more directly devoted to show- 
ing and selling more goods. Merchandise will 
come closer to the glass in better ararnge- 
ments and assortments where more people can 
see. We must assure better vision and a 
higher rate of readership per window. 

4. Displays will be designed and tested to 
get greater readership (more people to look 
and stop—or both) and 20 to 40 per cent 
readership or less is out, as it is in news- 
paper, or magazine; 70 to 90 per cent or 
more readership can, and will be, the order 
of the day. It has been proven that sales 
increase in direct ratio to the ability of dis- 
play to accomplish readership. 

5. Display will feature more and more 
best sellers . . . things people want to buy 
in volume. If windows don’t sell goods, out 
they go in 48 hours or less. Recently I 
checked a large window display in a large 
city. Results: seven articles sold at less than 
$5 each in a single day. The display was no 
good. It was not producing; it was costing 
100 per cent or more in relation to sales. The 
direct display cost to sales produced should 
be 10 per cent or less. Newspaper adver- 
tising in relation to articles sold averages 
15 per cent. Of course for total store vol- 
ume advertising is usually 3 to 5 per cent 
and total display cost to total sales is usually 
1 per cent or less. However, with many manu- 
facturers it is 10 to 20 per cent and in a few 
cases 50 per cent of the advertising budget. 

6. Displays will discover and exploit the 
“consumer benefits” on each article shown 
and will develop direct selling headlines and 
selling facts and tell them concisely and in an 
interesting fashion in addition to showing the 
goods. Most people don’t know—or don’t 
remember — or want to be told again. Let’s 
not assume a thing. Let’s use display to make 
more sales of any goods exposed to the 
public. 

7. Inventories will be checked to see that 
goods are in stock to back up any display — 
not just goods but by sizes and colors, sleeve 
lengths, etc., in ratio to the way the article 
sells. Thirty per cent of the items in the 
stores do 70 per cent of the volume. Most 
stores are out of best sellers as much as 25 
per cent of the time. 

8. Display will and should go it alone on 
many promotions and items. Too often 
management uses all media where one will 
do the job. For example—all windows 
changed to back up a Dollar Day is a waste. 
Change two, make them terrific and use the 
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other six to expose fine, wanted, seasonal 
items that Dollar Day crowds will see and 
buy at regular prices. Do the same through- 
out the interior. Watch carefully to make 
sure that all forms of media are used only 
when they will pay off. Don’t load your 
selling expense. Display managers, don’t 
waste your medium—it reduces your effi- 
ciency. Make display stand on its own feet 
and prove its ability to do the job with other 
media; in many cases it can do the job 
alone. It is estimated that good window 
display reaches 1,000 people per dollar; radio 
reaches 199 homes per dollar; television 119 
homes per dollar; billboards cost about $3.50 
per thousand; magazines $5 to $10 per thou- 
sand; newspapers $3 to $5 per thousand; 
street car and subway cards about the same 
cost as billboards; direct mail $5 to $10 
per thousand. So add it up—take your 
choice — but be ready to do a selling job 
in “the last 3 feet” whatever you do. 

9. Showmanship in display is important 
and is needed to do a good job. Use it where 
it fits but don’t over-do or waste it. Use it 
to sell best sellers not just for high fashion 
—but relate it to the goods and consumer 
benefits. A cat chasing a mouse in a grocery 
window will attract a crowd, but it won't 
sell groceries. 

10. As for research . . . do more about it. 
Get research in your budget if it is only 
$100 the first year. Use that amount to make 
a test of just one item —or just one show- 
case or table. Find the good, better and best 
method by comparing results from this ar- 
rangement fairly tested, with accurate check- 
ing and records for comparison. Keep using 
the best method until you prove and find a 
better way of doing it; don’t slip back. 

11. Training your people and selling your 
management. Do not overlook the impor- 
tance of training your people, not only as 
artisans, but as practical business men and 
women. Cause them to think and under- 
stand the value of improved readership, 
the importance of improved sales results. 
Let them know that these two factors are 
all-important because they determine to a 
great extent their rate of pay and progress. 

Do not overlook the importance of pa- 
tiently, and I repeat the word patiently, dis- 
cussing the results of this display and that 
display with top management — with depart- 
ment heads—with buyers and with sales 
people. Do not take for granted that all 
of these people understand the way you 
work, the way you think, or the benefits 
you bring to merchandising and the manner 
in which you help to reduce the cost of 
selling. This is a continuous day-to-day 
job because in itself it makes you more 
liberal minded, and, if the management does 
not agree with your viewpoints, you will 
soon learn the reason and this will help you 
to obtain the answer. I predict you will 
make greater progress if you devote more at- 
tention to these two very important sug- 
gestions. 

12. Your budget .. . know what it is, know 
how to use it and know how, when needed, 
to ask for more and prove that it will be- 
come an investment and not an expense. 
Don’t try to be Houdini and accomplish the 
unreasonable. The lack of proper budget 
is usually the lack of proper understanding 
on the part of someone as to your require- 
ments. Perhaps the controller believes you 
actually do not need the money and that 
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THE CHILDREN RUDOLPH TALKS 
TALK TO RUDOLPH TO THE CHILDREN 


RUDOLPH 





THE TALKING 


RED-NOSED REINDEER 


An exclusive self-liquidating Christmas 
attraction by Bliss Display Corporation 





EVERY STORE, LARGE AND SMALL FROM COAST TO COAST, THAT USED THIS EXCLUSIVE CHRISTMAS ATTRACTION LAST YEAR 
WILL REPEAT IT THIS YEAR. 


"73,000 kids spoke to RUDOLPH and paid 35 cents for the surprise package — 
56,358 kids saw Santa . . . RUDOLPH outpulled Santa!” 


WRITE FOR SPECS IMMEDIATELY, as indications are now, that we will not have sufficient sound 
demand later on. 





N.R.D.G.A. MID-YEAR CONVENTION — Visual Merchandising Group, Sales Promotion Division and Merchandising Divisions, JUNE 12-13, 
HOTEL STATLER, NEW YORK CITY. 


BLISS DISPLAY CORPORATION DIVISION OF VISUAL MERCHANDISING 


460 W. 34th STREET, NEW YORK 1, N. Y. — TELEPHONE BRyant 9-5750 
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o, Through Wood, Cardboard, 


Fibre, Plastics with 
A SANDPAPER FINISH 


using the 


Amazing New LESTO Portable 
HAND SAW 





Money Back Within 5 Days 
If Not Satisfied. 








Can be used with Alternating 
or Direct Current 


(AC or DC) 











NOW — Build Your Dis- 
plays Faster, Easier and 
$132.50 100% Better. 


This wonderful new heavy-duty Lesto machine fits easily 
in any hand and whizzes through as much as 2" Hard 


How To Order and Soft Wood, Sheet Metal, Fibre Board, etc., "like 


nothing” at high speed. Acts as a portable band-saw 


i i i : and can be operated easily by one man. Saws all types 
sap walt er wim $12.50 of curves and insertions. NOTHING LIKE IT ON THE 


(check or money order) deposit. MARKET! 


When your Lesto is delivered, PSY The Lesto Portable is now being used by hundreds of 


postman the balance in full for 
$120. 6 months’ written guaran- 


POWER TOOL PRODUCTS 

Dept. D, 55 W. 42nd St., New York 18, N. Y. 

Please send me the LESTO Portable Hand-Saw. | enclose 
my deposit of $12.50 now and will pay the postman the 
balance of $120 when he delivers the saw. ! understand 
my money will be refunded within 5 days if not satisfied. 


tee with each Lesto. 


POWER TOOL 
PRODUCTS 


Dept. D 55 West 42nd St. 
New York City 18, N. Y. 


Name____ 





Address. 





City & Zone_ State 





Television Display Men, Theatre Prop Men, Window- 
Dressers and scores of other display men in all fields. 
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SIGNS FOR EVERY NEED [eau 
CHANGEABLE LETTER, NAME 
STRIP OR CORK! 


Write today for Acme’s FREE folder, 
“Selling Through Suggestion”, and the 
latest Acme catalog on directories and 
bulletin boards for department stores 
and menu boards for cafeterias. There 
is no obligation and no salesman will 


call. 
37 EAST 12™ STREET 
NEW YORK 3, N. Y. 


* |BULLETIN COMPANY| 
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with your creative genius you will find a way 
out. Display has always been known for 
doing much with little, but I suggest that 
your budget is extremely important to the 
success of display at your store. It can and 
will be increased by management if you 
do the proper job of selling and this must 
be done continuously and not just at budget 
time. 

Yes, the merchandise presentation manager 
today has for the most part a great record 
of achievement and he knows now, and in 
the future, that he must “perform or else”. 
This, of course, is no different than it is 
with any other important responsibility or 
department manager; however, let me sug- 
gest that management, too, must realize that 
often he has treated the display section of 
his business as “Little Orphan Annie”. 
Management is responsible for the policy and 
the organization and to some extent for the 
selection and responsibility of each execu- 
tive. I sugest it is time for some store 
owners and managers to understand, en- 
courage and cooperate in a more interesting 
and business-like manner with the display 
manager and his responsibilities. Some man- 
agements fail to discuss objectives and facts 
and figures with display managers in the 
same manner that they do with merchan- 
dising department heads. Some lack of 
ability can be traced directly to lack of 
understanding about objectives and figures 
which, in turn, reflects in a lack of close 
cooperation and confidence. Management in 
the stores that are really making display 
progress find it important and necessary to 
consider the display manager an important 
part of the over-all management and include 
him on planning meetings and in discussions 
as to objectives by items, departments and 
events. Over a reasonable period of time, 
any qualified display manager will find more 
reasons to cooperate and will become much 
more productive. 

Merchandise presentation has become one 
of the most important functions of the retail 
store. When it is not considered as such, 
it is strictly because of lack of understanding 
either on the part of management or lack 
of ability on the part of the display manager 
to organize and sell (with information, facts 
and figures) the importance of his function 
to selling. 

Again let me remind you that in all of 
these distribution efforts which are so im- 
portant to the economies of distribution 
“it is the last 3 feet that count most”. 
This is the place where the goods, the cus- 
tomer and the money come together and the 
transaction is completed. Let me also re- 
mind you this is where too many sales are 
lost due to ineffective merchandise presenta- 
tion arrangements and “out of best sellers” 
—or lack of sales ability. Let's pay more 
attention to this tremendously important job 
of merchandise presentation. It will pay the 
greatest dividends in relationship to the 
investment you make when that investment 
is directed by competent, experienced mer- 
chandise presentation management. 


Kesters Visit 
DISPLAY WORLD 

Among the recent visitors to the offices of 
DISPLAY WORLD were Richard Kester, 
display director of Herpolsheimer’s, Grand 
Rapids, and Mrs. Kester. They were enroute 
to Arkansas and Missouri on vacation. 
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CHRISTMAS 
MARKET WEEK 


IN CHICAGO 





JULY 8TH TO 12TH INCLUSIVE 


OUR 


CHRISTMAS LINE 


ON DISPLAY 





MORRISON HOTEL 


ROOMS 530-532-534-536 
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_ See Tue L.J.CHARROT COMPANY, INC. 
at enfant eat bucoearons 


ART DISPLAY STUDIOS 


36-38 WEST 37TH STREET 
NEW YORK 18 


"OUR THIRTY-FIRST YEAR SERVING DISPLAY" 
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Clinch sales with glistening brilliance... 


AMPLEX — 
SPARK-L-LITES 


FOR HIGHLIGHTING diamonds, jewelry, silverware ... creating the 
maximum sparkle that spells top attraction and sales appeal . . . there’s 
nothing like Amplex Spark-L-Lite Reflector Lamps. Spark-L-Lites are 
clear bottom super-spots! Their intense, radiant beam with filament 
striations brings out all the lustrous beauty of highly-sur- 

faced merchandise. 


The hermetically sealed pure silver reflector lining of 
Amplex Spark-L-Lites assures permanent reflecting 


efficiency throughout the long-burning life of the 
lamps. 


And all Spark- L-Lites feature the Amplock 

locked-in, all-mechanical base that is guar- 

anteed never to loosen despite the highest 
service temperatures. 


For the sparkling highlights that are 
reflected in sales, ask for full informa- 
tion on Amplex Spark-L-Lites to- 
day. Write Amplex Corporation, 
Dept. B-6, 111 Water St., 

Brooklyn 1, N.Y. 





VISIT ROOM 647, 

MORRISON HOTEL, 

DURING NADI 

JULY MARKET WEEK IN CHICAGO 


fooled diam Refi Lamps, Colorb lamps, Spotlites and Floodli Industrial 
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New Adhesive 
Is Introduced 

Mask Products, Inc., 3143 West 33rd street, 
Clevgland, announces the introduction of a 
new adhesive particularly helpful to dis- 
playmen. Known as “MX” cement, it is a 
pressure sensitive adhesive that not only 
expedites mounting and construction proc- 
esses but has an unusual strength of co- 
hesion, yet with flexibility of re-positioning 
and removal. 

“MX” is recommended for mounting any 
size photographs or materials of such com- 
position as wood, metal, plastic, etc.—cutout 
letters, for instance—to all kinds of surfaces, 
flat or curved. One can apply “MX” to the 
underside of plateaus and stretch decorative 
materials over odd-shaped surfaces without 
puckering; also to apply plastic cut-designs 
to window or interior backgrounds without 
interfering with the transparency of the 
plastic material. In addition, ribbons and 
delicate decorative materials can be attached 
to walls, showcards, and the like without 
marring or staining either of the materials; 
floor coverings can be laid on window floors 
without the use of tacks or other fastening 
devices. 

The versatility of “MX” is exemplified 
in its tenacity for either temporary or per- 
manent application. By applying only to one 
surface it allows quick removal at any time. 
For semi-permanent use it should be laid 
over both surfaces. “MX” itself can be 
rubbed off the surface with fingers or a 
cloth. 


McCollum Returns 
To Display 

V. F. McCollum, who “retired” from dis- 
play four years ago has returned to the field 
by joining Gordon's Department Store, 
Brunswick, Ga., as manager of display, pub- 
licity and advertising. His new association 
with the store comes almost exactly 25 years 
after he resigned from Gordon’s to go with 
Chamberlin’s, Atlanta. 

Display manager for Davison-Paxon, At- 
lanta, at the time of World War II, McCol- 
lum entered the service and served as a 
captain stationed at one of the prisoner-of- 
war camps in this country. He rejoined 
Davison’s at the war’s end, but retired from 
display after a year with the store and 
opened a sporting goods store on St. Simon’s 
island, well known resort spot. After operat- 
ing the store for three years he again de- 
cided to retire and sold the business, only to 
find the urge to return to display too great 
to withstand. His acceptance of an offer 
from Gordon’s followed. 


Offers Photograph 
Of Christmas Display 

One hundred and fifty photographs of 
outstanding department store window in- 
terior displays used for Christmas, 1950, 
have been released by Retail Reporting 
Bureau, New York City, in the firm’s an- 
nual “Christmas Display Review Package”. 
The collection of 75 window and 75 interior 
display photographs is printed on 5 by 7- 
inch glossy paper with full descriptions. 
It includes some of the nation’s top retailers 
such as Lord & Taylor, Macy’s, Filene’s, 
Neiman Marcus, Sears, Roebuck, Bam- 
berger’s, Carson Pirie Scott, and others. 
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Podgor To Open 
New Store 

During the third week in June the Joseph 
E. Podgor Company, Inc., will formally 
open its new store at 620 Market street, 
Philadelphia. The opening will also mark 
the twentieth anniversary of the firm. Ac- 
cording to Joseph Podgor, president, the 
store will be one of the most modern and 
complete centers for display, sign, and art- 
ists’ materials in the country. 

Both the interior and exterior are striking. 
The front is constructed entirely of black 
structural glass and aluminum. The sign 
effect was handled by plate glass cut and 
beveled in the letters in Podgor’s name, 
these being backed with gold foil to convert 
the letters into gold mirrors adhered on the 
black glass background. Windows simulate 
picture frame settings and are lighted from 
a louvered ceiling. 

Within the interior, a 4 by 72-foot re- 
cessed louvered light path down the center 
of the ceiling is provided with concealed 
fluorescent tubing. Fixtures are of prima- 
vera with polished bronze hardware. 

Jess Maxwell Joins 
Kansas City Firm 

Jess Maxwell, who has been with L. A. 
Darling Company, Bronson, Mich., tor many 
years resigned his position recently to be- 
come associated with Harvey J. Maxwell 
Company, Kansas City, Mo. He will be in 
charge of the fixture department, which will 
be greatly enlarged to cover mannequins, 
forms and display fixtures in metal, wood 
and plastic. 

Jess Maxwell becomes the third brother 
in the Harvey J. Maxwell Company; another 
brother, Floyd, is associated with the firm 
as salesman. The company is well known 
throughout the middle west, having operated 
as a general distributor of display equipment 
in Kansas City for the last 18 years. 


New Max Factor Line 
Receives Good Display 

“Signature”, by Max Factor, Hollywood, 
the new line of men’s toiletries introduced 
nationally in June is being displayed in 
dealers’ stores in a handsome curved case 
manufactured in Los Angeles by J. Ronney 
& Sons. The case both displays and stocks 
the five items in the line. 

The display case consists of an outer 
shell of “Masonite Tempered Presdwood”, 
bent into an inverted U-shape; shelves, 
dividers and back are of the same material, 
and the base is of pressed sawdust. A 
bubble front and display sign are of poly- 
styrene. 

Thousands of the unusual cases made 
their appearance simultaneously in drug and 
department stores as the long-term adver- 
tising campaign broke. 


Announce Merger 
Of Textile Firms 

Price Fabrics Company has consolidated 
with Kalmo Theatrical Textiles, Inc.; the 
merged firms are now doing business as Kal- 
mo Textiles, Inc., 110 West 45th street, New 
York City. 

Officers of the corporation are Allen Dan- 
iel, president; Gordon Price, secretary, and 
Martin Soroka, treasurer. 
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The facts prove it! 


YOUR BEST BUY... 
MPLEX SWIVELITES 


YOU GET EVERYTHING with Amplex Swiv- 
elites. Smartest design! Aluminum with a per- 
manent finish! A unique double-ball swivel 
with fingertip control! Hoods with cool- 

est, air-flow ventilation! And every 
Amplex Swivelite consists of a few 

basic units which can be inter- 

changed with every other! 

Changing your lighting 

effects is quicker, 

easier, far less ex- 

pensive. It will pay 

you to get the full 

Amplex Swivelite 

story, now! 
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WRITE TODAY... - 
Amplex Corporation, Swivelite installation by Mutvel Eqvip- 
Dept. B-6, 111 Water St., Ge > 
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Ride with “Rudolph, the Red-Nosed 


Tie in your sales of Christmas merchandise with an estimated $3,000,000 in adver- 
tising of “Rudolph, the Red-Nosed Reindeer" to be released across the nation 
during the Christmas buying season. Capitalize too, on “Rudolph's" tremendous 
appeal. His story will be told on the radio over and over again. The song will 
be a radio and television standout . .. will be sung 51,000 times between 
November Ist and Christmas. 
Don't miss this opportunity to cash in on this tremendous publicity. Display 
this traffic-stopper in your store, on your streets or public buildings or in 
your court house square or park. 
Picture the Giant Outdoor Reindeer and Sleigh Set 60 ft. long dashing 
down from the roof of your store, club, theatre or restaurant. Select 
other outdoor “Rudolph” decorations which include a fully animated 
"Rudolph" with head that nods, mouth that opens and shuts, eyes that 
blink and nose that flashes, a life-size "Rudolph" with your choice of red 
“flasher bulb nose or red painted nose, and life-size “Rudolph” and 
Reindeer with Antlers for use as post trims. 
A self-standing 30 in. rubber mache "Rudolph" or Reindeer with Antlers 
is available for indoor or outdoor use. For store window or indoor use, 
select a 48 in. Reindeer Sleigh and Santa Set and a 15 in. “Rudolph” or 
Reindeer with Antlers. 
For complete information and prices on "Rudolphs" and our complete line 
of outdoor street and building decorations, write for circular No. 17-D 
and 18-D. 








ANIMATED 
“RUDOLPH, 


The Red Nosed Reindeer'’ 
Does Everything But Talk! 
@ Mouth Opens and Shuts 
@ Head Nods 
@ Eyes Blink 


(Above) Life-size, full round moulded rubber @ Nose Flashes 
mache Reindeer with Antlers Outdoor Post +. 8 P 

Trim. Unit comes complete with lamp A life-size, 60 inch, full 
standard bracket and floodlight. Matching | "ound, moulded rubber "'Ru- 
life-size ''Rudolph"’ Post Trim also available. — ao a a ~ 
(Right) Shown are both the "Rudolph" and the Reindeer with Antlers ‘ iat ag ry 
for ae use on counters and ledges. These full round figures a pee a RE ay 94 
= moulded rubber and plastic composition and stand which adds to the, realiem of 

: s outstandin splay. 

(Below) Giant Outdoor Reindeer Display, which is shown in detail on "Rudolph" ee aot tak ber 
the opposite page, was installed on the top of Allgauer's Restaurant, he'll make your store the talk 
Chicago, tm. last year where it proved to be a tremendous traffic of the town! 

stopper with people coming from all over to see it. 














See "Rudolph" on Display NADI 
Show, July 8-12, Hotel Morrison, 
Chicago . . . Rooms 632-634. 


2018 WASHINGTON AVENUE 
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Reindeer” to Bigger Sales This Christmas 
Every Outdoor Rubber Mache Figure Has These Features — 


@ LIFE-SIZE—'Rudolph" and Reindeer with Antlers for outdoor use available in two sizes: one measures 5 ft. from 
hoof to hoof and 50 in. from hoof to top of head, the other measures 18 in. from hoof to hoof and 30 in. from 
hoof to top of head. Giant Outdoor Reindeer and Sleigh Set is 60 ft. long. 

@ FULL ROUND—tvery outdoor figure is moulded full round of a special rubber and plastic 
compound which is weather-proof, breakproof, light-in-weight in a finish that is guaranteed by 
manufacturer fof three years. 


e@ BREAKPROOF—Every outdoor unit is moulded in durable Plastoprene, and is 
completely breakproof. 
e LIGHT-IN-WEIGHT—Every outdoor figure is light-in-weight 
. and easy to handle. Every outdoor figure may be used indoors 
z or outdoors as floor standing or hanging displays. 


e WEATHERPROOF—Durable, washable rubber 
lacquer finish is guaranteed by manufacturer 
Giant Outdoor Reindeer and , _ for three years ag inst +h, d 9 


Sleigh Set consists of one 1? e WASHABLE—Every outdoor fig- 
7 


wa f 
= 
4 ; 


4 


a 





Rudolph" with a red ' 
painted nose, 60 in. from i ure is letel hable and 
hoof to hoof, eight Reindeer can be reused for years. 

with Antlers, each 60 = in. 

from hoof to hoof, a mason- 

ite sled finished in gold lac- 

quer, aluminum garland reins 

and a full round 6 ft. Santa. 

Overall 60 ft. long. 








For Complete Information and 
Prices on “Rudolphs” Full Round 
Santa, a new Giant 16-Piece Nativi- 
ty Set and a Complete Line of Out- 
door Street and Building Decora- 

Self-standing, full round "Rudolph'' made of tions, Write for Circulars No. 17-D 
Here's a front view of ‘Rudolph showing the rubber and plastic composition for outdoor 
sturdy wire floor stand with which every 60 in. or indoor use. Size 30 in. high. Matching and 18-D. 


“Rudolph” is furnished. This same floor stand is Reindeer with Antlers also available in this 
furnished with the matching Reindeer with Antlers. size. 


A Full Line of Outdoor Decorations, 
e NADI Show, July 8-12, Hotel Mor- 


ST. LOUIS 3, MISSOURI rison, Chicago . . . Rooms 632-634. 
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NO WONDER 
POPULAR OF ALL DISPLAY MATERIALS; 
IT HAS EVERYTHING! 








WISH | HAD 


ORDERED REYTRIM!) 


1S THE MOST 



































GUIDE LINES TO HELP 
YOU MEASURE AND 
CuT ACCURATELY! 
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SMOOTH BOND FINISH, 
AND THE 3/16-INCH 
CORRUGATIONS NEVER 
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NEVER A RAGGED EDGE 
WHEN YOU CUT REYTRIM— 
AND SO MANY BEAUTIFUL 


— - 























BUY REYTRIM FROM YOUR DISPLAY MATERIALS SUPPLIER 


THE REYBURN MANUFACTURING CO.,INC. 


FACTORIES: 


PHILADELPHIA 32, PA. 


ROVERSFORD, PA. 


ATeRIAY 














STYROFOAM 


See Our Factory Display 
Showroom during 


MARKET WEEK 
July 8-12, 1951 


SERVING JOBBERS ONLY 
We urge you to buy early! 


NESBIT INDUSTRIES INC. 


1823 Milwaukee Ave., Chicago 47, Ill. 
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JORDAN'S CENTENNIAL 
[Continued from page 49] 


special mention, Jordan executives consid- 
ered over 600 establishments in this age 
grouping. Those finally chosen were be- 
lieved by the store to be most representative 
of the “Integrity, character, perseverance, 
and principles of New England business”. 
Each of these companies cooperated in sup- 
plying the store with a wealth of material 
for the displays. 

As the first quarter of the year ended, 
Jordan's was in the process of paying tribute 
to the various countries from which it has 
received fine imports over the years. The 
initial event in this group, a nod to France, 
gave a good idea as to the length the store 
has gone in planning and preparing the 
promotion and display. 

Jordan’s called this effort “Come to France 
this week at Jordan Marsh”. The elaborate 
window treatments sought to pick up and 
reproduce in a light-hearted manner many 
phases of French life and culture. 

Some of the distinctive things shown were 
created in France expressly for the Jordan 
display. One of the highlights was a novel 
ceramic set by Plisson. This showed the 
August, 1851 festivities as President Prince 
Louis Napoleon Bonaparte III returned to 
Paris after a trip to the country. Back- 
ground was a small reproduction of the Arc 
de Triomphe. Items included Bonaparte and 
his staff of 30 horsemen, a court of 24, a 
coach, two landeaus, a buggy, and two dozen 
spectators. 

Another captivating touch was a fascinat- 
ing scene, “La Rue du Commerce”. This 
was produced in France and included a 
group of store fronts and many tiny figurine 
shoppers along a market section that was 
typical of almost any French city. This 
display paid particular tribute to French 
foods and drinks. 

A very important corner window display 
made much of the 2,000th anniversary of 
Paris. Feature attractions here were lamps 
with Eiffel tower bases holding shades made 
of French newspapers. Familiar statues, 
monuments and buildings of the city, repro- 
duced in miniature, lined a fern garden in 
the foreground. Flying angels appeared in 
a luxurious curtain illustration at the rear 
to proclaim the event. 

French experts produced a_ remarkable 
set of theatrical screen backgrounds for a 
good number of the millinery and fashion 
displays of French merchandise. Jordan’s 
own talented display staff designed a major 
portion of backgrounds for such displays 
as perfumes, fashion accessories, French 
books, toys, luggage, and the like. Some of 
these settings were scenes of almost life-size 
French characters strolling along typical 
French streets. 

Jordan’s transformed its great fifth floor 
fashion auditorium into a fine reproduction 
of a French exposition for the event. Simu- 
lated iron gateways were attended by guards 
in costume. 

Among the well received French products 
were furniture, ceramics, china, crystal, 
hand-woven carpets, original oil paintings, 
Aubusson tapestries, handicraft items, lug- 
gage, fashion accessories, ready-to-wear 
creations, toys, infants’ things, and lingerie. 

Among the brilliantly achieved coordinated 
good will builders put on by the store were 
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CORRODI 











CORRODEK j CORRODEK CORRODER 











you re working 
..... too hard 


IF YOU'RE NOT USING 


DUD FAST 


“ONE HAND DOES IT" 


TACKERS 


THE GUN TACKER 


For General Display Work. 
Drives 4”, 5/16” and 3%” staples. 


THE HAMMER TACKER 
For Heavy Duty Tacking Work. 
Models to drive staples up to 9/16”. 


Duo-Fast gives you the unusual com- 
bination of top quality tackers com- 
bined with lowest prices. 

All Duo-Fast users also get the benefit 
of the famous Duo-Fast Free Service 
Guarantee. 

38 sales and service offices in principal 
cities. For complete information write 
to: 


FASTENER CORP. 
858 FLETCHER ST. 
CHICAGO 14, ILL. 











WOOD LETTERS 


FOR ALL PURPOSES 


AND 
Ivy League 
College Crests 


In Natural Overlay 
Woods 

963 Lake Drive, $.E. 

DISPLAY CRAFT Grano rarivs ‘6,’ micn. 








PLEASE MENTION DISPLAY WORLD e 
WHEN WRITING ADVERTISERS e 
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fashion shows, lectures on beauty, lectures 
on travel in France, lectures on French 
cooking, and a French Education Day pro- 
gram featuring an essay contest for New 
England high school students on the subject 
“Why the study of French is important to 
me”. 

Boston's skyline is greatly enhanced during 
this centennial year with six large display 
signs. They rise 50 feet on the Jordan Marsh 
buildings and are the largest one-operation 
signs ever installed in New England. Five 
are located on the Boston store buildings 
and one on the Cambridge warehouse. 

On the sign pictured, the flow of water 
from the fountain base alternates from 
white to blue. When the stream is white, 
the letters “100th Anniversary” are blue. 
When the fountain and stream are blue, 
the letters are white. The words “Jordan 
Marsh” shine at all times. The electric 
current necessary to light the 36,000 bulbs 
in the signs could illuminate a small city. 


JEWELRY SHOWROOM 
TRANSFORMATION 


[Continued from page 33] 


which is framed by glass fabric curtains 
in chartreuse shades accented by forest 
green and lavender. The old-fashioned 
radiator is now covered with a clean-cut 
wood unit with a black Formica top; its 
sides are painted the color of the wall. The 
colors of the draperies are repeated in a 
charming mural done by Stephen Heidrich 
on the curved partition. 

Looking from the door to the windows, 
at the left a small private office has been 
cut off for the owner. 

Bringing the dark color about a foot below 
the ceiling seems to lower the room while 
coming from a small hall into the showroom, 
which now utilizes the whole 18 feet, seems 
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to widen the room. The mirror at the left 
increases the impression of width. 

Lower walls in a wider room, further 
widened with the help of a mirror, are the 
basic tools to create the dearly needed feel- 
ing of spaciousness. 

Be sure to observe closely the circle drawn 
on two of the photographs. 

The beam framing the mirror and support- 
ing the carrier passing behind the new light- 
ing fixture in the “after” picture is the same 
as the one you see in the “before” view 
showing the long narrow channel packed 
with metal cabinets and desks. It rises at 
the right hand side behind a hanging shelf 
with "phonebooks, etc., and leads up to the 
ceiling with paint peeling right next to it 
as seen in the “before” illustration. 

Pointing this out establishes an easy con- 
nection between the “before” and “after” 
appearance of the room, 


Store's Interior Display 
Headed By Montague 

Director of interior display and design is 
a new post recently established at Miller & 
Rhoads, Richmond; and Penn Montague has 
been appointed to fill the position. He had 
been supervisor of interior display. Included 
in his duties will be direction of interior 
display, interior signing, store appearance, 
decoration, relocating departments, and se- 
lection of store furniture, rugs, colors, and 
fabrics. 
Stromberg Recovering 
From Heart Attack 

Dave Stromberg, Mutual Display Mfg. 
Company, Cleveland, is in Mt. Sinai hos- 
pital, of that city, recovering from a severe 
heart attack. He will be glad to hear from 
his many friends in the display field. 





—''Santa's Sleigh Ride" was first used by LaCompagnie Paquet, Quebec, during the past 
Christmas season and carried more than 50,000 children at 10 cents each, Developed by 
Gardner Displays, Pittsburgh, similar rides are planned for a number of department stores 
throughout the United States this year. The sleighs hold from 12 to 15 children; a concealed 


control sets the vehicle in motion as if pulled by the two life-size reindeer. 


The average space 


required for the ride is approximately 2,500 square feet— 
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Confused? Well that’s what happens very often to Christmas planning 


* when it becomes a last-minute job. 


Why scramble up Christmas in a helter-skelter hurry when you can work 
with us early and leisurely. Plan now to visit us when you come to 
New York. We have created an imposing group of new, outstanding 
holiday displays and decorations that you won’t want to miss. 


*CHRISTMAS 


DURING JUNE 


Our New York Preview 
at our Showrooms. 





JULY 8™ to 127 


In Chicago at the 
Morrison Hotel 


DoeorSne lanl 


CORPORATION 
136 WEST 24th STREET, NEW YORK I], N.Y. 
WAtkins 4-4405 
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Mr. Jobber! 


Come and See Us 
IN CHICAGO 
DURING MARKET WEEK 


at Our Show Room 


(Next door to the Morrison Hotel) 


Show Room Open 
Sunday, July 8th thru i2th 


Again you will find that “KAYTEE” shows you FABRICS and NOVELTIES 
which are outstanding. 


ee 


133 West 25th Street New York 1, New York 


THE ONLY DISPLAY FABRIC HOUSE 
CATERING TO JOBBERS 
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Hosiery Forms and Displayers by THALL ) 


<———LUCITE DISPLAY FORMS 


Here it is! The new low cost plastic Ankle Form that is 
revolutionizing the display of hosiery. Save precious window 
and counter space. These forms are particularly well adapted 
for displaying fancy heels. 
Thall forms are available in either flesh or transparent colors 
and are made in three sizes. 

12” 

18” 

30” 


LUCITE DISPLAY UNITS ———_—»> 
Outstanding Features: 1. You can display up to five differ- 
ent heels on one unit; 2. Designed to take up very little 
window space; 3. Saves costly display tables; 4. Forms are 
movable and can be displayed from any angle of view. 

List Price List Price 

*H213—2 Way $11.85 #413—4 Way—Not 
#H313—3 Way 19.20 illustrated 25.85 
*H513—5 Way 32.50 


JOBBER INQUIRIES INVITED H-313 H-513 H-213 


THALL PLASTIC ENGINEERING CO, ‘igure. %. 


Miers. of a Most Complete Line of DISPLAY FIXTURES 
Canodian Office: Thal! Plastics Ltd., P. O. Box 105, Station 4-G, Pine Ave., Montreal 








ML THERMOSTATIC -— 


-——_ SS Oe Oe re nD GS OG eee See 
Dg a ay ug ug WW uy, 





o USE THE 
= Opportunity Exchange 


= any WANT 
osttiow yACANT 


FLASHERS 
, REA 2ERS 


3055 RIVER ROAD 
RIVER GROVE. | 


For 
on. atonae 
ESENTATIVES: WAN 
USED" DISPLAY EQUIPMENT ror. SALE 
$3.00 Per Column Inch — CASH WITH ORDER 
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DISPLAY AT LANSBURGH'S 
[Continued from page 27] 


For example, a recent storewide selling 
event was for a man’s sport shirt, in one 
fabric only, available in a choice of long or 
short sleeves. The skit to acquaint store per- 
sonnel with the promotion opened with a fam- 
ily in which the man was reading a Lans- 
burgh advertisement. Successive scenes had 
a golfer hitting cotton golf balls into the 
audience of 500, a tennis player in another 
of the shirts, and a man pushing a lawn 
mower, showing that the shirt was practi- 
cal for many purposes. Each person who 
caught a ball received a free shirt. 

This dramatized presentation brings the 
display department directly into every sales 
promotion, at the educational selling point 
as well as at the customer window point. 

“A visual merchandise director today has 
to know a great deal more than how to 
install windows,” Mr. Gray believes. “He 
has to know who buys what, and why.” 

Lansburgh & Brother management holds 
that a great difference exists between visual 
merchandising in an extremely high fashion 
store and a popular price, mass selling de- 
partment store. They maintain a line in the 
popular price field, although occasionally a 
window goes above or below this line. 

“From my viewpoint, the fellow in the 
big popular price store can do a complete 
and well rounded job of display. But I 
don’t think he can be a Dr. Jekyll and Mr. 
Hyde. You can’t be high fashion today 
and popular price tomorrow. While we oc- 
casionally have high fashion customers, they 
are not our daily bread and butter,” Mr. 
Gray says. 

Consequently, he has a delicate problem 
with young people in his display department 
who often yearn to do a very sophisticated 
window. “We have to control this desire. 
We have to sell these youngsters on the idea 
that displays can be just as interesting in 
the popular price field.” 

Timing is an important part of visual 
merchandise presentation, although Lans- 
burgh’s goes principally by the season on 
timing. “It’s just as tough to be too early 
as to be too late,” according to Mr. Gray. 
“If you’re early with shrubbery, for example, 
your sales will be slow the first week; if 
you're late, you miss a lot of sales. We plan 
only three to four weeks in advance on most 
promotions, for one reason because we are 
close to the market. We're ready on time 
and we can always hold a display if we’re 
ready and the weather or turn of buying in- 
terest makes us too early.” 

The policy on close timing influences the 
decision to make most of their own props 
at Lansburgh’s. About 70 per cent of the 
display props are made in the department. 

A basic policy is to plan for reuse before 
the prop idea is first executed. An illus- 
tration of advance planning on reuse was 
a mechanical turntable suspended from the 
ceiling. The original setting was for Father’s 
Day, with merchandise displays in three 
rotating squares. The second use was for 
an anniversary promotion, when the spaces 
each carried a poster describing the anni- 
versary event and the advantages of buying 
during it. The third use was at Christmas 
when large gift boxes were displayed in the 
boxes. 

“We know that we are reusing basic props, 
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like this rotating turntable, but we trust 
that the customer doesn’t remember them,” 
Mr. Gray explains. The customer receives 
a fresh impression each time because the 
display department planned, before the origi- 
nal purchase or construction, on how the 
prop could be remade, repainted, redecorated 
or redesigned to give a fresh visual effect. 

While Easter and Christmas offer special 
opportunities for advance planning on the 
reuse of basic props, other events are not 
overlooked. This saves time, money, and 
storage space. 

In the Lansburgh sign shop, three machine 
operators, a hand-letterer who also does 
silk screening, and a supervisor who also 
edits sign copy enable the store to make all 
its own signs. “Part of our planning to 
keep signs supplied on a five-day request 
basis originates in our education of store 
personnel,” Mr. Gray says. “We have one 
sign clinic each year. We have a program 
for all the new junior executives. I address 
them at dinner and explain why different 
types of display units are used for different 
occasions, and give them an idea of the cost 
of doing different types of presentation. 
We take them on a careful tour of the dis- 
play department and actually show them the 
stands, sign holders and forms we will use. 
We close by showing and discussing an 
actual window. Since we generally see them 
in October, we give them a preview of a 
Christmas window. We show them our 
shop equipment and demonstrate all the types 
of lighting.” 

Display lighting at Lansburgh’s is planned 
to show merchandise in white light, so as 
not to distort color, and to use color as 
desired on background lighting. Spotlights 
are available in all windows but are not 
used all the time. 

Motion and sound are coordinated at Lans- 
burgh’s, but necessarily used with restraint. 
“Customers expect both motion and sound 
at Christmas time, but it is easy to overdo it, 
or do it wrong. I’ve seen some inconsistent 
combinations at other stores, like having 
a clown window and one whose theme is 
based on ‘Silent Night.’ Displaymen can 
find a lot of good, special records which 
are appropriate for sound effects and we've 
even had our own records made, when we 
needed something special.” 

Sound is used effectively in other seasons 
besides Christmas at Lansburgh’s. One 
pleasing setting involved a highly decorative 
powder box, supplemented by a recording 
made from an old-fashioned music box. 

Photographs are used as a selling device 
by the display department. Lansburgh’s has 
its own studio which takes the photographs 
for store advertisements. Display uses this 
studio for the production of pictures for 
posters and elevator cards. For example, in 
connection with the sport shirt promotion 
mentioned above, posters were prepared 
showing a professional golfer in action while 
wearing one of the sport shirts promoted. 

“Our display change schedules are kept 
flexible.” Mr. Gray says. “In interior dis- 
play, each floor has one girl who is re- 
sponsible for all display on the floor. A 
schedule is set up in advance so that she 
knows each day where she will go. The 
windows are done on a weekly schedule, with 
larger promotions planned further in ad- 
vance. But all plans are kept as flexible 
as the merchandising, so that buying and 
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Don’t take our word... 


COMPARE 


Before you buy, COMPARE the 


MULTI-FIT WIG 


with any other wig! 


Judge for yourself 
that the Multi-Fit 
Wig is superior in 
STYLE, FIT and 
QUALITY. 





Write for the | Complete satisfaction guaranteed 


newest Multi- 


i ~'t | MULTI-FIT WIG CO. 


off the press. | 35 W. 36th STREET © NEW YORK 18, N. Y. 








Sold through leading display distributors. You can depend upon the dealer 


who sells you Multi-Fit. 











Yours For Better Display 
Flexible Sleeve Forms 


Simply slip these Goodman patent sleeve 
forms in the coat sleeves and the display 
is complete! Save yourself 30 minutes 
on each coat form, and show the mer- 
chandise better, too . . . for these sleeve 
forms make any coat look its best. Only 
sleeve form made with open bottoms. 
Sizes 36 and 38. Order a pair on ap- 
proval today! 


Palazzo Sleeve Form 
fg. Co. 


541 SIXTH AVE. NEW YORK 11, N. 
Phone: CHelsea 3-2057 
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evn titer 


AVERICK 


COME UP 
TO 
ROOM 747 
AND BE 
AMAZED 


BOB 
JOSEPH 


I'LL BE IN 
NEW YORK 
TO SHOW YOU 
THE SAME 
TERRIFIC LINE 


+ 
A Stites 
A Rilistic displays 
DISPLAY DESIGNERS - MANUFACTURERS 
126 East 28th Street + New York 16, N.Y. 














Electric, Ornamental 


WATER FOUNTAINS 


Unusual, Eye-Catching Motion for Your Displays 
“For 

Windows 
Counters 
Table 
Displays 
and 
anywhere 
an 
Unusual 
Live Effect 
is Desired. 


Fill the bow! with water, arrange greens or flowers, 
connect with any AC electric outlet. Immediately 
water cascades like a real fountain creating a touch 
of the outdoors to your indoor displays. Uses same 
water over again. 


REQUIRES NO PLUMBING—PLUGS INTO ANY 
OUTLET 


Flow of water adjustable by turning spray head at 
top. Ebony Black, Forest Green, Cardinal Red and 
Light Gray Ceramic centerpieces . . . solid copper 
pans polished to a flaming lustre and finished with 
@ baked on clear enamel. Wipes clean with a damp 
cloth . . . no polishing. 


12 inch Turntable with Rotating Electric 

Outlet as shown operates fountain while 

revolving. 

Send for Literature on our Complete Line 
of Pumps for Display Purposes. 


JOBBERS INQUIRIES INVITED 


Gelber Company 


162 N. Clinton St Chicago 6, Ill 
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display move together for coordinated sell- 
ing.” 

Training is flexitle, also. “We don’t have 
a long, set apprentice period before an as- 
sistant is allowed to do a window. We do 
rotate our assistants for experience with all 
types of display and each usually finds his 
own niche where his talents seem to be used 
the best. It seems to me that people in 
display today can progress faster and are 
given more opportunity than was the case 
several years ago. Because we give our 
people opportunity, we are able to promote 
from within. Three out of my four top as- 
sistants were so promoted.” 

‘Lansburgh’s assistant general merchandis- 
ing manager, Mr. Harold Singer, says: 
“Bill Gray is highly original in his thinking. 
To our knowledge, he was the first man to 
come up with the broken window idea, where 
an arrow, for example, sticks out into the 
street. He is full of original ideas of using 
motion. I'll never forget his window of 
ski merchandise with snow blowing con- 
tinually. This window made news in many 
magazines and newspapers. 

“In the opinion of management, the im- 
portance of display is such that we have 
Mr. Gray sit in with management whenever 
plans are formulated. Display at Lansburgh’s 
is not an adjunct; it is an integral part of 
our whole merchandising operation from the 
beginning of each plan.” 


DISPLAY DESIGNING 
[Continued from page 29] 
association of ideas begins to take over, 
recommending elements in new applications, 
and recombinations. Considering the va- 
rieties of materials, techniques, color har- 
monies, etc., available to a designer, the 
number of different ways of expressing an 
idea (e. g.,a tree) become almost astronomic, 

according to Miss Hansen. 

Display designing in Miss Hansen's ex- 
perience is “not so much learning what to 
do as what not to do”. The wrong choice 
of colors and materials in combination can 
defeat one’s purpose. One should be self- 
critical, working the designs up on paper and 
tracing paper first and scaling the job to 
find out what one thinks should be done. 
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TABLE I. SOME ELEMENTS OF 
APPEAL IN OUTSTANDING 
WINDOW DISPLAYS 


Nostalgia 

Humor 

Incongruity (e. g., full size boat 
in window) 

Curiosity (unfamiliar texture, 
finish, or non-objective treat- 
ment) 

Wistful names and far places 

Cuteness (infants, baby animals) 

Daring or revealing 

Scientific interest 

Realism, authenticity (e. g., pho- 
.to-murals) 

Seasonal tie-in 

Dramatic staging, pageantry 





Color impact (especially in a 
bank of windows) 

Textural success 

Lighting (and filtered light) 

Perfection of structural design 

Simplicity, austerity 


Motion (lights, objects, live ani- 
mals) 

Suggested motion, suspension of 
objects 

Sound synchronization 

Perfume dispensing 





The decision as to the approach must be 
made very carefully with regard to the space 
to be filled, the merchandise to be shown, 
the time available, and expense of materials 
required. 

“Watch for the accidental happening as a 
source of ideas,” advises Kenneth McGuire, 
who frequently handles feature windows on 
a dramatic scale at The Bon Marche. As 
he works with his display materials and 
merchandise selections, he often finds his 
early idea snowballing or taking a new 
twist in the mood of fantasy he cultivates 
for romantic and spectacular settings. 

In one of his bridal windows, (not the 
one illustrated, which, however, was also 
designed by him) Mr. McGuire was assem- 

[Continued on page 102] 








TABLE II. 


“SEVEN RULES FOR DISPLAY TESTING” 


By W. J. Caddelle, Display Director for Allied Purchasing, Inc. 


. Select the right audience — use a headline or a picture in your display that will attract 
people who can and will buy your product. If you use a purely curiosity line in order 
to win a high readership rating you are liable to miss the very people to whom your 


display is pointed. 


Make your displays easy to understand. Make them simple. Use short words — short 


sentences, short paragraphs. 
indicates. 


Repeat the main selling arguments that your display 


Don’t claim in your displays more than can be believed. An ounce of belief is worth 


a pound of skepticism. 


Make your displays specific. In display copy do say “Retire in 15 years”—don’t say 


“retire someday”. Do say “Holds 10 quarts”—don’t say “holds a lot”. 


Do say 


“Cooks in 5 minutes” — don’t say “cooks quickly”, etc. 

. Use a headline in your display which télls your prospect he will get free, valuable 
information by reading your display copy. _ 

. Give your public a complete sales talk with your display. It costs a lot of money to 
put a display in any area. It requires a lot of testing to get the right type of dis- 
play. Therefore, when you have stopped your prospect and made him look at your 


display — don’t let him get away without giving him something to read. 


Imagine 


how little insurance would be sold if the salesman, after getting into the prospect’s 
office, simply said “Good morning, Mr. Smith. Do you want any insurance today?” 


Follow through with selling information. 


. Appeal to your reader’s self-interest. Don’t base your display appeal on ulteriorism 
or patriotism, or idle curiosity. Instead, tell the reader in your display the benefit 
which he, personally, will derive from buying your product. 
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PAT. PENO. TRADE-MARK 
. ° e . . . 2 














PRODUCED EXCLUSIVELY BY 


B. B. BUTLER MFG. CO., INC. 


3432 NORTH AVONDALE AVE. 
CHICAGO 18, ILL. 
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You'll be STUCK on this 


Revolutionary 
NEW Sse ADHESIVE 
and how it will STICK for you! 


M*-X**Cement 


*M—For Mounting **X—For Expeditor 


Not only expedites mounting and construction processes 
but has unusual strength of cohesion. M-X, a clear, 
translucent fluid, always remains tacky, holds tenaciously 
yet permits separation of the two layers of material, 
minutes or months later. 

Recommended for mounting any size photos or materials 
such as wood, metal, plastic, Masonite, etc., to any kind 
of surface, flat, sharp or curved. Apply M-X to the 
underside of plateaus and stretch decorative materials 
— odd-shaped surfaces without puckering ; also apply M/M ADHESIVE 
plastic cut-designs to window or interior! backgrounds For bonding anything to any- 

proven 57 interfering with transparency of the plastic thing permanently; also for LOS ANGELES DISPLAY 
materia Used with ribbons and delicate decorative repairing torn leather, etc. : 

materials — for covering walls or floors of windows — (Continued from page 35) 
without marring or staining materials — eliminating Pennoyer had a framed painting hung at an 
tacking, stapling, etc. NO-RINKL FLUID angle on the backwall. It was a picture of 
Get the full story NOW. Expedite and improve your Added to your water soluble a young mother with her family around her. 
work with M-X, paints, the thinnest of a Another of the wide ribbons reading “Re- 
ANOTHER NEW MASK DEVELOPMENT! Stock, Knocked-Down _—=W'll!’: not wrinkle or curl. Im- member Mother’s Day” led to an antique 





bout proves fi i ind P A - 

Cuytey Boks. Auk @ them. ae ew ae Se mirror backing before which glassware was 
displayed. Large artificial carnations were 
gathered together with white net, and a 


MASK PRODUCTS, ING, 2entiie Suis | bright soray of artificial, berry” blossoms 


a ; inks, too 
When writing please give name of your supplier. 


“Berry Festival” glassware was shown on 
shelves in front of the antique mirror and 
on plastic fixtures. On the floor were “Jockey 
Club” and “Berry Festival” glassware. The 
showcard was a spotlighted scroll. 


Glenn Baugh, display director of Silver- 
K wood's, showed Hart, Schaffner & Marx suits 
in flannel for town and tweed for country 


wear. A white upright sign post held two 
paintings —a busy street corner in the city 
The largest display showrooms in America are and a lonely lighthouse on the seashore. 
. x Gray-blue flannel suiting was spotlighted 
always open for your inspection whenever you and draped in the background. Shirts, ties, 
visit New York. Here you will find a large, shoes, Argyle socks and other accessories 

were on the floor. A large card read, 


unique and varied collection of display units in “You'll go the right way to town or country ‘ 
in fine clothes by Hart, Schaffner & Marx” 


WOO d Krieg Introduces 
Power Hand Saw 
A power hand saw with a high blade speed 
| a S t e r of 2,300 strokes per minute has been intro- 
p duced to the display field by Victor J. Kreig, 
Inc., 55 West 42nd street, New York City 18, 
4 h under the name of “Lesto”. It cuts hard or 
p a p | e r m a Cc e soft wood, sheet metal, bone, plastics, as- 
bestos, pressed wood, and the like. It cuts 
ss a ss - inside holes in soft wood without drilling 
Your trips to New York will always be more a starting hole, and can be used to cut curves 


helpf Z itable w ear : c and unusual shapes of all types. Literature 
elpful and profitable when you visit this un sail be naune Acs nic Meek 

matched collection of display units and accessories. 

Shepherd Is Promoted 


At Anderson-Newcomb 
For the past 15 years assistant display 


Victor Haida Displays, Inc. manager for the Anderson-Newcomb Com- 


pany, Huntington, W. Va., Robert V. Shep- 
149 WEST 24th STREET e NEW YORK CITY 11 herd has been promoted to head the depart- 
ment. He succeeds Oscar F. Ryan, who 
died recently. 
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SANTA CLAUS Wit ¢ Hy) AR sels 


made of 100% Du Pont NYLON 


* FLAMEPROOF 
* WASHABLE 
* COMBABLE 


Get Your SANTA 
Ready for XMAS 


ORDER NOW! 


These superbly styled Santa Claus 
wig and beard sets of 100% DuPont 
Nylon Hair are completely ventil- 
ated and wefted by bei giving 
them the most natural appearance 
possible. They are soft, absolutely 
non-inflammable, and can be 
washed, recombed and recurled. 


The wigs and beards are the purest 
white ever made, and will not fade. 
Nylon hair is twice as strong as 
natural hair. 


The beard is approximately 15 inches in waved length, and the complete 
set is available at the low price of only 


$25.00 FOB. N. Y. 
ORDERS WILL BE FILLED IN ORDER RECEIVED 


MEYER JACOBY CORPORATION 


34 WEST 20th STREET 
NEW YORK I], N. Y. 
CREATORS AND MANUFACTURERS OF AMERICA'S MOST BEAUTIFUL DOLL, DISPLAY, AND COSTUME WIGS 

















FLASHING STAR-LITES 


DISPLAY WORLD 


STAR-LITES 


DECORATIVE WINDOW AND INTERIOR LIGHTING DISPLAY 


Send for our illustrated literature and list of our distributors. 
JOBBERS INQUIRIES INVITED 


ART MODE MFG. CO., INC. 


427 BROADWAY 
BROOKLYN I!, N. Y. 








119-121 Avenue D 





ae Display aia 


THE W. H. WINDOW 
DISPLAY FORM CO. 


SOLD THROUGH JOBBERS ONLY 


New York City 9 











BERTONE 


Installation 


Unusual papers for every need— 
case and wall treatments, interior 
displays, window valances and 
backgrounds. 


Write for complete swatch book 
of Timbertone papers. Address 
us on your store’ stationery. 


MBERTONE DECORATIVE C0, we 


14 EAST 32*° STREET, NEW YORK 16 


] 
} 


| 





Suburban Emporium Layout 
Established By Research 


Plans for the first complete department 
store to be built in the bay area of San 
Francisco since the war, and one of the 
most modern in the entire country, have 
been made public by E. C. Lipman, presi- 
dent of The Emporium, San Francisco, with 
the announcement that his company’s new 
branch in Stonestown, now under con- 
struction, will be completed within the year. 

“Totally designed” by Welton Becket & 
Associates, architects of some of the nation’s 
most celebrated buildings, the new  three- 
level Emporium and its extensive parking 
areas will cover five acres of the huge Lake- 
side district development and contain more 
than a quarter million square feet of floor 
space. As the first branch of a major 
San Francisco department store to be built 
outside downtown San Francisco it will 


| provide the focal point for one of the largest 


| shopping 


centers in the west, serving a 
community of 400,000 people, and represent 


| a pioneering experiment in local retailing 


| exposing 
| the view of the passersby. 


| a soaring 


practice. 

The exterior of the new Emporium is of 
textured concrete, fieldstone and hand-made 
ruffle brick, with wide expanses of glass 
large sections of the interior to 
The horizontal 
three-level structure is itself surmounted by 
cuneiform tower of porcelain 
enamel, more than 100 feet high, on which 
is emblazoned the familiar Emporium “E”, 


| Apart from the dramatic distinction it lends 
| to the design of the building, this “flying 
wedge” performs the very practical function 





JUNE, 1951 


of housing the elevator shaft and penthouse, 
ventilating fans, and other mechanical 
equipment. Cantilevered arcades provide 
covered pedestrian passageways along most 
of the building’s circumference. 

Oriented near the center of the shopping 
center, at the north end of a mall lined 
with smaller shops and specialty stores, the 
Emporium will provide the services of a 
complete department store, with its lower 
level devoted to a home store, including 
furniture, home furnishings and appliances, 
a colorful “Cable Car Buffet” for shoppers 
and employees, and general offices. The 
mall level incorporates a men’s store and 
all departments related to women’s ready- 
to-wear, including not only dresses and coats 
but accessories and lingerie, so that shop- 
pers can outfit themselves entirely on this 
floor, and such miscellaneous sections as 
stationery, candy, notions and the store’s 
travel bureau. The upper level will con- 
tain the children’s departments, including 
not only clothes but furniture as well, toys, 
piece-goods, and an elaborate beauty salon. 
Also on the top floor are classrooms for 
sewing and needlecraft courses, a women’s 
lounge decorated with motives from the 
“Gay 90’s” and a 300-seat auditorium and 
roof-deck for special store events. 

Like many of the other department stores 
and buildings executed by Welton Becket & 
Associates, the new Emporium has_ been 
“totally designed” by the architect and his 
100-man_ staff of specialists, who have 
planned all details of interior furnishings, 
fixtures and decor, from the murals depicting 
scenes of Old San Francisco to the shape 
of the plates in the buffet. Every rack, 
case and counter is designed to fulfill a 
specific purpose in its department, such as 
the unusual double-deck platforms developed 
for the display of floor-coverings, or the 
racks in the shape of steers devised for the 
“Big-E-Corral” in the boys’ section. By 
the use of semi-modular fixtures and de- 
mountable panels, moreover, the architects 
have achieved a degree of flexibility in the 
floor plan arrangement that permits seasonal 
changes with a minimum of alteration and 
delay. 

As well as its different design, the new 
Emporium is unusual in that it is said to 
be the first store of its kind scientifically 
engineered for shopping convenience. In 
marked contrast to most conventional depart- 
ment stores, its plan, down to the last aisle 
and counter, has been predicated on cus- 
tomer habit and traffic patterns, as deter- 
mined by months of intensive research. Fix- 
tures, as far as possible, have been designed 
to facilitate self-selection of merchandise, 
wrapping stations have been strategically 
arranged to expedite service on the floor, 
and an intricate chute and conveyor system, 
built in between the first and second levels, 
will accelerate transmission of packages 
throughout the store itself. Delivery trucks 
will service the store from an underground 
dock at the terminus of a tunnel to be built 
beneath the mall. 


Kane Is Promoted 
By Brooklyn Store 

Loeser’s, Brooklyn, has named Bernard 
Kane to succeed Walter Buckley, resigned, 
as interior display manager. He had been 
with the window display department. 
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ACTION FOR CHRISTMAS 


9 COLORFUL DISPLAYS 
Write for Pictures of Our Complete Line 





g pa oe on Gane: 


LEEPER OSDIR BH ai Ree RE 





G 512—Three cute little elves swinging on the musical bells supply the action for this display 
while the notes on the background flash on and off. The skaters in their colorful gay nineties 
costumes tell of the happy occasion which Santa Claus anticipates as he sits in the snow putting on 
his skates. Santa is not attached to the display, therefore, his position can be changed to suit 
your requirements. This attractive display printed in nine brilliant colors is set in a redwood frame 
and operated by a Gregory Motor which uses 110 volts AC or DC current. The price is $40.00, 
F. O. B. our factory. 


“Santa At Window” 


G 511—This is a light and action display printed 
in eight vivid colors and is sturdily constructed. 
Overall size — 19” high, 24” wide and 514” deep. 
This too has a wooden shadow box frame for 
protection of the entire display as well as the 
moving parts. 

The action is Santa looking in the window waving 
goodbye as if saying, Happy Christmas to all and 
to all a good night. The light in the display is 
the twinkling of stars in the sky. 

The cost of this display complete, ready to plug 


into 110 V. AC or DC outlet, is $20.00, F.O.B. 


our factory. 


GREGORY MOTORS Ine. toons new vor 


For Canadian Prices Consult Walter Dickinson & Co., Ltd., 184 Bay St., Toronto, Ont., Canada. 
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USE THE INTEREST 
AND EYE APPEAL 
OF 


REED and RATTAN 


FOR 


ARRESTING DISPLAY IN 
WINDOWS AND INTERIORS 


Stop in and say hello during Market Week at 
the Morrison Hotel in Chicago, July 8, 9, 10, 
11, 12. We'll be looking for you in Room 745. 


A. LUTZ 


3 West 18th Street e New York II, N. Y. 


® CHelsea 2-6264 








GLASS 
CYLINDERS 


UNLIMITED 
DISPLAY 
POSSIBILITIES! 


Dunbar also features private-mold service — glass parts 
molded to your specifications in custom-made molds. 
Moderate production quantities. Ask about Dunbar’s 
private-mold service. 


Enhance your displays 
with glass cylinders. Dun- 
bar offers a wide variety 
of sparkling crystal cylin- 
ders for the display indus- 
try. Diameters from 14” 
up to 14”. Various lengths. 
Small or large quantities. 
Keep a supply on hand for 
constant or intermittent 


use, 


Write 
Dunbar 


Dept. 41 for 
Glass Cylinder 
Catalogue C-51 and price 
list showing sizes and 


prices on various quantities. 


TE 


Qunbar Ylaws Corporation 








DUNBAR : 


WEST VtkGin ia 


NEW YORK — CHICAGO — LOS ANGELES 
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Macaluso Joins 
Cook & Meier 

Al Cook, of Cook & Meier, Chicago, an- 
nounces the appointment of A. Macaluso to 
the sales staff of the company. 


— A. Macaluso — 


Macaluso, well known in the display field 
as a designer and formerly president of 
Adler-Jones Company, Chicago, will cover 
portions of the Southeastern territory, travel- 
ing as far south as Shreveport and east to 
Philadelphia. 


Lillian Greneker Opens 
New Mannequin Company 

Lillian Greneker, who has been active in 
the design and manufacture of display man- 
nequins since 1937, has formed Lillian Gren- 
eker, Inc., with offices, showrooms and a cre- 
ative workshop at 924 Seventh avenue, New 
York City. Until recently she had been with 
The Greneker Corporation, of the same city, 
a firm she founded some 14 years ago. 


Mrs. Greneker is president and treasurer 
of the new company, with Mrs. Eleanor B. 
Ward as vice-president and Milton R. Weir, 
of the law firm Klein & Weir, as secretary. 

The company will manufacture a com- 
pletely original line of mannequins as well 
as special display items and theatrical prop- 
erties. The first of the high-fashion manne- 
quins are styled by Rene Bouche. Albert 
Johnson, well known scenic designer, is 
creating displays for department stores and 
specialty shops. Scheduled for early pro- 
duction is a bust form designed by Charles 
James, involving his new approach to meas- 
urements. The company’s figures will be 
manufactured by Vaughan Mannequins, Long 
Island City. 

Well known as a sculptor, Mrs. Greneker 
has done heads of Tallulah Bankhead, Es- 
telle Winwood, Mrs. J. Borden Harriman, 
Millicent Rogers, Mrs. E. E. Cummings, 
Alan Priest, curator of Chinese art at the 
Metropolitan Museum of Art, Mischa Auer, 
and many others. 











We es Mighty 
Proud 


OF OUR NEW 


SHOWROOMS 





We think you will like 


them, too 


Be sure to visit our showroom 
during NADI MARKET 
WEEK, JULY 8 through 12, 


and see 


AMERICA’s MOST 
COMPLETE DISPLAY 
SHOWROOM 





Section three of our series of 
showrooms will be complete 
and will present CHRISTMAS 
BY SILVESTRI. 


Limousine service will be 
available from downtown to 
our factory for your con- 
venience. 


THESE VIEWS — 
Section No. 2. Section 
No. | appeared on page 


1! of the May issue of 
DISPLAY WORLD. 





OHIO STREET CHICAGO 22, ILLINOIS 
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—THIS WIG — 
WILL FIT! 


BRUNO'S 


Vari _Sh ape 


MANNEQUIN WIGS 


The reason you don't have to send meas- 
urements! Simply .. . it's because Vari- 
Shape Mannequin Wigs FIT! They're made 
with a special rubber base and come in 
any color desired. 


Write for Descriptive Literature 
and New Style Chart 


HERZBERG-ROBBINS, Inc. 


457 West Broadway, New York (2) 





Gentlemen: 
Please send me your latest circular on wig 
heads. 


Store Name 
Address 
City 


Attention: 











RUSTIC DISPLAYS — POLES 
SLABS — BRANCHES — BARK 
CEDAR ~=ETC. _—siBIRCH 


RUSTIC — rancmer 
FURNITURE 


COMPANY, INC. 
Phones: 9-6479 or 9-6103, Williamstown, N. J. 
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AA . 
Java Weave’ Promotion 


By CECIL BOLTON, 
Rutland's, Orlando, Fla. 


OR the promotion of the newest Palm 

Beach fabric, “Java Weave”, Rutland’s 

in Orlando, Fla., started planning sev- 
eral months ago for a spectacular event to 
advertise this new cloth through all of its 
regular media. 

After a complete study of the nature, con- 
struction and various characteristics of the 
linen-like fabric, the promotional depart- 
ments of Rutland’s began correspondence 
with various sources for information and 
background material on Java which could 
be used to advantage in window displays, 
interior displays, advertising and publicity. 

Through Pan American, Rutland’s was 
able to secure from the East Indies posters 


and statistical information which could be 
used; through display sources, special props 
were bought for this promotion, and art 
work was outlined for tie-in ads. 

Rutland’s entire bank of ten windows, all 
display niches and interior displays were 
turned over to “Java Weave” for an entire 
week. The tie-in ad, which broke the same 
day as the windows went on view, featured 
suits, slacks and sport coats with the bamboo 


—The thoroughness with which all interior 

display space was tied-in with the promotion 

is illustrated by the photograph above... . 

Below, one of the ten windows used for the 
event— 
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motif worked into the headline and back- 
ground art. All radio copy (which included 
over 20 commercial spots) was devoted to 
this fabric. 

The windows also featured suits, slacks 
and sport coats, which were displayed with 
typical tropical props. Thick pieces of real 
bamboo, enameled canary yellow, formed 
vertical lines in the back of each window. 
A native straw matting held the window 
card, whose legend was done in bamboo-like 
letters. Tropical foliage, bizarre masks, 
native drums and flowers completed the 
tropical picture. 

Inside the store, “Java Weave” was promi- 
nently displayed in every department. Small 
signs, reproductions of those in the big win- 
dows, were attached to small straw mats and 
displayed with sport coats, slacks, and ap- 
propriate accessories. 

From a sales standpoint, this promotion 
at Rutland’s was one of the most successful 
ever planned for Palm Beach or any other 
tropical. The slacks were a complete sell-out; 
sport coats had to be re-ordered, and suits 
went exceptionally well. The increase in 
interest in Palm Beach, especially in the new 
“Java Weave” was immediately noticeable, 
and was still being felt two weeks after the 
promotion. 


Bermuda Trip Offered 
In Display Contest 

A feature of the current “Indian Head” 
cotton advertising campaign being conducted 
by Textron, Inc., 1407 Broadway, New York 
City 18, is a nationwide window display con- 
test in conjunction with a double-page, full- 
color advertisement which appears in the 
June issue of McCall’s magazine. 

The theme of the ad is based on the econ- 
omy and beauty of home-sewn vacation 
clothes of “Indian Head” cotton and the 
current low cost appeal of airline trans- 
portation. 

Fabric buyers and display managers in all 
retail stores selling “Indian Head” cotton 
are eligible for entry in the contest by cre- 
ating a full window display of “Indian 
Head” cotton with models of garments ap- 
pearing in the McCall ad supplied at less 
than cost by Textron. An added feature is 
the required use of Pan American Airways 
display material pointing up the economy and 
allure of air transportation. Three dimen- 
sional displays and travel posters are pro- 
cured by retailers from Pan American Air- 
ways regional offices and from Textron, Inc. 

An impartial board of display experts will 
select the winning entry from photographs 
and the winning fabric buyer and display 
manager will receive a seven-day, all-ex- 
pense flying vacation from New York City to 
Bermuda and return. 

Final date for entries is July 5; in the 
event of a tie, duplicate prizes will be 
awarded. 


Korricks Names Leyvas 


Assistant Director 

Edward M. Durkin, display director of 
Korricks, Phoenix, has announced that in 
future David Leyvas will be assistant display 
director with window display his specific 
responsibility. Donald Ruffin, who had been 
with Kaufman’s, Colorado Springs, for the 
past year, has rejoined Korricks as display 
art designer. 
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We Stock a Large Supply of 
TRANSPARENT OAK 


TRANSPARENT OAK 


FLORIDA LEAF AND FERN COMPANY 


W. C. & T. S. RUMBLEY, Owners SANFORD, FLORIDA 


At all times assuring display 
dealers of prompt shipment 
of orders throughout the 
country. 


Samples and prices will be 
furnished upon request. 
Write today for complete 
information. 


COLORS 


Available in two-tone white 
and pastel colors. 











BE AN EXPERT 


ON BLACKLIGHT DISPLAYS! 


To get your booklet, 
color cards, com- 
plete cost informa- 
tion and story on 
Lawter's "Free 
Color Service" for 
planning glowing 
displays... 


MAIL THIS COUPON! 


Send for Lawter's new booklet . . . "Glow- 
ing Displays". Learn how easy it is to 
use glowing paints and low cost black 


lights to create eye-compelling effects. 


e------ LAWTER CHEMICALS, INC. .------ 


3560 Touhy Avenue Chicago 45, Illinois 
YES! ... MAKE ME A BLACKLIGHT EXPERT! 


NAME 





COMPANY 
TYPE OF BUSINESS 
ADDRESS- 
CITY 
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Exciting New Line of THE COLLEGE SPIRIT 
IN INT 


PAPIER MACHE FORMS & . [Continued from page 431 


circles, a triangle and the inevitable pencil. 
at the LOWEST PRICES — ul A small blackboard sign gave information 
in our history. s ” as to price, and a white banner read “Col- 
lege Days”. This was one of a series of 
F main floor ledges. 
Illustrated are just a few In the college department itself, an island 
samples of our extensive line unit was set against a column, featuring a 
of papier mache forms, big T-square, an oversize triangle, and again 
available in FOUR different the big pencil. Various items were attached 
and outstandihg finishes! to the triangle in addition to several cut- 
out leaves made of plaid and other designs. 
JOBBERS: Write for prices The high school set, too, receives (or 


and catalo hotos of our should receive) an adult, fashion-wise pres- 
gP entation. In Bullock’s-Pasadena, the “Pen 


complete line! and Pencil Set” was given its own shop, 
CHOICE TERRITORIES based on the doodling theme. 
available! Write fer eur A large blackboard with plenty of doodles 
é : was set up by the display director and three 
profitable jobbers set-up! . —_— youthful mannequins with school books and 
| , lunch pails were placed before it. Posters 
GLAMOUR FORMS co in the same design were at their feet. 
3 Finally, we skip back 3,000 miles to New 
oan Unenae ae York City for a glance at Macy’s and the 
° handiwork of Frank Sauter, interior dis- 
NEW YORK 2, N. Y. play manager. A _ profusion of autumn 
—— foliage prevailed in one section of the Col- 
lege Shop. The autumn leaves were at- 
tached to columns over island displays, and 
to the large departmental sign against the 


>, | ° 
. ; , wall. The sign itself was shaped like the 
Os Bi \ archway of a Colonial style door and was 
SY i) ; done in a wood-grain pattern. Lengths of 
i 4 featured fabrics were draped over the sign 
yy y 
v 4 

















and around the columns. 

In another section of the floor, the Junior 
na department, a multi-tiered island display 
Nothing like brightly hued artificial floral VP py).nd : LIS was set against a column with a school-bell 
sets and decorative novelties of the season ; < design. The rough outline of a schoolhouse 
to catch the eye of the passerby. aa Zi) 52 x \ was made of wood in an abstract design. 
Mannequins were posed in standing and 
sitting positions on platforms of varying 
heights. The display reached almost to the 
ve yj ceiling, topped by a weathervane rooster 
Visit our showrooms. Our traveling sales y whose head was shaped like the familiar 
staff is available in this area. Outside of — Macy star. 

a Wey a i — on ee ’ A I, That ends our preview of back-to-college 
SRP Or Orel Seremnge Tor Your Approvct, ff M ~O” Hand-Painted display activities. But this preview couldn't 
¢ 5 4 Plogse Unit be complete without a word about the volume 

w re 


Wb btyyyyy, Wtrenayy 
- Wb dderrayyyy Mtn 
Mi 


Our custom-made designs for window and 
store displays have the unmistakable stamp 
of talent and originality. 


eases 





od Perret. leadership of the college selling | season. 
48'' x 36°' Though “college” is not a classification gen- 
$20.00 each. erally included among the statistics of annual 
2. department store volume, an examination 
Modern Display Equipment a “s of the Federal Reserve figures indicates that 
Member NADI : the departments in which college merchan- 
810 Penn Ave., Pittsburgh 22, Pa. dise is featured invariably lead retail volume 
in August and even September, and that they 
run ahead of the total average figures by as 
much as nearly 3 per cent. 
- The latest available figures show that 
nnouncement women’s and misses’ suits scored 11.2 per 
cent of their total annual volume in Septem- 
MR. GORDON PRICE announces that PRICE FABRICS COMPANY ber in 1949, while the month’s store-wide 


* . P average amounted to 8.4 per cent of total an- 
and Kalmo Textiles, Inc., have consolidated and will operate under the name nual sales. In August, 1949, junior miss 


of Kalmo Textiles, Inc. We will be very happy to welcome our many friends coats, suits and dresses accounted for 7.9 per 
cent of their total annual sales, while the 


ot the WADI Display Market Week. store-wide average was 6.9 per cent of total 
VISIT US IN ROOM 732 || sisal sates" : 
The college season is one of the biggest 


5 HOTEL MORRISON, CHICAGO volume periods in the ready-to-wear depart- 





ee 








JULY 8-12 ment during the year. Intensive display ac- 
tivity, combining the youthful zest of college 
living with the vigorous spirit of college mer- 
110 W. 45th St., New York City 19 chandise, helps give this selling season ever 


greater importance. 
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COLORS 


LAY WORLD 


RAYON HORSEHAIR YARN © 


FOR THE MANNEQUIN AND WIG TRADE 


Sy NEE ee 


PEARL GREY 
GOLDEN WHEA 
BUTTERSC 
HONEY BLONDE 
NORGE BLOND 
STRAWBERRY & 
MISTY BLONDE 
BEACH SAND 


GINGER SPICE 


AMBER BEIGE it : ; : 

TROPJCANA ' P q . 

COFFEE BROWN : ee aes ber 

HAVANA BROWN Cae he. 7 d A 1] | Gl 


CUB AUBURN ‘ 
CHESTNUT BROWN : ap : COMPANY 

DARK TITIAN Tem ; 

TITIAN RED 

COCOA BROWN 

SAND BROWN 

NCA BROWN 

NATURAL BROWN : 

BURMUDA BROWN ee MALINA COMPANY 

GYPSY BROWN me 111 Eighth Avenue, New York 11, N. Y. 
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Ugly Duckling Windows 
Changed with CURVO 


Store windows with old-style wood 
paneling or cracked and peeling walls 
are poor places to display and sell 
merchandise. Don’t despair, modern- 
ize your windows with versatile Curvo 
Wallboard. Transform them  over- 
night from ugly ducklings to beautiful, 
yet forceful display areas. 


You don’t have to be an expert to use 
8-ft. high Curvo. What’s more, you'll 
be pleasantly surprised at how eco- 
nomical a Curvo installation can be. 


Only $5.75 per panel, 
in six panel lots. 
© Proven by 10 years of 
satisfied users. Write to- 
day for illustrated folder 

and price list. 
JOBBERS and DISPLAY 
SALESMEN: Write for 
©) special information. You 
don’t need samples to sell 
Curvo; it sells itself! 


GREGGORY PRODUCTS CO. 


203 N. WABASH AVENUE 
CHICAGO 1, ILL. 




















Sturdy Low Cost Oscillator 
for Cardboard Animation 


@ Inexpensive back-and-forth motion. 


@ Simple to use! Just drop into cardboard 
pocket or flap. 

@ Factory set for many different arcs of travel. 

@ 10 standard speeds. 4 and 10 RPM in stock. 

@ Small. Compact. Light Weight. Sturdy. 

@ Dependable synchronous motor. 

@ Can be synchronized with one or two or 
more chaser light actions. 


Sample unit just $6.75 
Check with order please. 


One of many low-priced products for animation 
made 


GALE DOROTHEA 
Elmhurst, Long Island, N. Y. 
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Dazian's Has Distributorship 
On "Spirolum Whirler” 

Arrangements have been completed by 
Dazian’s, Inc., 142 West 44th street, New 
York City 18, for the exclusive distributor- 
ship of the original “Spirolum Whirler” 
manufactured by Pacific Exhibits, in Los 
Angeles. 

The device consists of spiralled strips of 
aluminum available in different lengths and 
colors, the strips spinning or revolving in 
any air current when suspended. The colors 
seem to flow up and down the strip with 
each revolution, and the effect is one of 
constant animation which catches and holds 
the; attention of passersby. 

“Spirolum Whirlers” come in gold, scarlet, 
emerald, and royal blue and can be had for 
either indoor or outdoor use. One of the 
first department stores to use them was 
Goldblatt’s, Chicago, which suspended them 
outside the building in connection with a 
“Star Sales of the Year” promotion. Com- 
plete details about “Spirolum” will be sent 
by Dazian’s on request. 
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Flair Mannequins 
Buys Flower Company 

Flair Plastic Mannequins announces that 
as part of the firm’s expansion program 
it has purchased the outstanding stock of the 
Northern New Jersey Flower Company. The 
latter firm in the past has sold its product 
through jobbers and distributors only. No 
major changes are anticipated in personnel, 
sales policies, or quality of product, accord- 
ing to Jerome Leeds, president of Flair. 
The combined showrooms, featuring plastic 
mannequins and display flowers, is located 
at 15 West 18th street, New York City. 


Folder Describes 
Air Tackers 

A new four-page, two-color illustrated 
folder has been isued by Fastener Corpora- 
tion, 860 Fletcher street, Chicago 14, on the 
firm’s “Duo-Fast” air tackers. This folder 
shows the machines in use for various ap- 
plications and includes suggestions for use 
and specifications on -the machines. Copies 
will be sent on request. 





VWI) VARIG Not45... by Leeper 





LEFT IOWA FOR NEW YORK TO 
POSSIBILITIES IN DISPLAY, 


A JOB WITH OHRBACH'S 
NEWARK STORE FOLLOWED IN 


YEARS WITH THE AIR FORCE, 








A NATIVE OF SIOUX CITY, BILL 
STUDY ART. ‘THERE HE SAW 
STUDIED AT THE NEW YORK 


SCHOOL OF DISPLAY, AND IN 1935 
JOINED THE STAFF OF FREED'S. 


1938, AND THEN CAME THREE 


‘display director OH RBACH'S, INC., Los Angeles. 


a oll, 1 


te 


A LONG VOYAGE TO THE 
SOUTH PACIFIC AND A VIEW 
OF LIFE IN INDONESIA 
GAVE HIM WEW EXPERIENCES 
IN COLOR AND DESIGN. 

ONCE OUT OF THE SER- 
VICE , BILL REJOINED 
OWRBACH’S AT THE NEW YORK 
STORE. WHEN THE FIRM 
OPENED ITs CALIFORNIA 
STORE IN 1946, HE WAS 
MADE ITS DISPLAY DIRECTOR. 

NE LIKES PEOPLE, HAS A 
GENERAL INTEREST IN SPORTS 
AND A GREAT REGARD FOR 
THE THEATRE. A CAMERA 
IS HIS CONSTANT COMPANION 
WHEN TRAVELING. 

PET AMBITION: SOME DAY TO 
00 NOTHING BUT PAINT. 
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Your entire community, young and old, 
will cans deinbidin tea laugh at and 
enjoy this soul-satis ying, homey, and 
nostalgic 


CHRISTMAS MECHANICAL 
WINDOW ATTRACTION 


The whole family piled into Grand- "Look!" Mother cried, "There's the 

father's big sleigh and started “over Ladies’ Aid Society trimming the 

the river and through the wood". church! Just the same as when | 
was a girl!" 


: 


One old goat who doesn't believe 
in Santa always gets ready to take 
All the animals in the barn are the center of the stage . . . just” 
getting ready for Christmas! in casel ; 


This Christmas Mechanical Attraction 


STOPPED MILLIONS 


NEW YORK CITY —Macy’'s New York 


(2 consecutive years) 


PITTSBURGH —Kaufmann's 
BALTIMORE —Hutzler Bros. 

ST. LOUIS —Stix, Baer and Fuller 
DAVENPORT —Petersen-Harned- 


Von Maur 


“TO GRANDFATHER'S HOUSE FOR CHRISTMAS” 
Designed for One or More Windows 


WRITE OR WIRE FOR SPECIFICATIONS AND PRICES 


Exclusive to one store in a city 


We will show during the N.A.D.I. Market Week at the 
Morrison Hotel, Chicago, Rooms 541-543, July 8-12 


BLISS DISPLAY CORPORATION 


DIVISION OF VISUAL MERCHANDISING—460 West 34th St., New York | 
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SANTA , 
CLOTHES 
FoR 
SANTA CLAUS 


Nationally known values in quality 
Santa Suits. Choose from: 


| Suits, complete with red plush santa cap with 
white plush trim and tipped with white pom 
pom; red plush coat with white plush trim 
and white plush belt with buckle; also shiny 


Stest Gaptetine teaeioen. $5950 


trimmed with white plush. 
Flannel Santa 


Entire suit sateen lined. 
Made in large size only. 

NG oven enscivcdes 

Suits, Plush Trim. Suits, Plush Trim. 

$32.75 $10.50 
All Suits priced complete except for hair-wig 
and beard set. 

White Wool Hair-Wig and Beard Set 


Yak Beard and Wig Set... 
100% Nylon Beard and Wig Set 


Corduroy Santa 


..$ 3.75 
.. $29.50 
$24.75 


Member NADI 


HRY Rk. CO Wis 


810 PENN AVE., PITTSBURGH 22, PA. 





Mail Orde: Displ ” 
la rs ja 
Filled Squipmest 


Promptly 














Something New To Add Sales Appeal 


to Your 

Displays 
NEO-MOLDED CLEAR 
PLASTIC HALF ROUNDS 


For supporting glass shelves. 
Beautifully designed in cut-out 
Chippendale motifs. 
6” high, 9” wide 
9” high, 9” wide 
12” high, 9” wide 


SHOE STANDS 


No. 166E—Women’s. . $2.95 ea. 
No. 166M—Men’s 3.45 e 
Heights 9”—12”—15” 


$1.50 ea. 
2.05 ea. 
2.45 ea. 








GLASS CIRCLES 
12” dia. $1.95 ea. 
16” dia. 3.00 ea. 
24” dia. 5.95 ea. 


OVAL GLASS SHELVES 
13" « 24" $2.75 ea. 
IS” = 36" 4.50 ea. 
15” x 48” 5.50 ea. 


SEE US AT 
DISPLAY CONVENTION 
IN CHICAGO, JULY 8-13 








Write for Catalogue—Distributors of Beau Monde Mannequins. 


HECHT FIXTURE CO., 315 W. Quincy St., Chicago 6, Ill. 








PRICE CARD and 
DISPLAY CARD HOLDERS 
CASH ALARM TILLS 
CONE TWINE HOLDERS 
SNAP-IN TAG NEEDLES 


USE THE 
OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
$3.00 Per Column Inch — CASH WITH ORDER 


Write for Illustrated Price List 
RUDOLF ORTHWINE CORP. 











| 
| 
WINDOW TRIMMER‘S TOOL | 
| 
} 


418 W. 33rd St., New York 1, N.Y. 
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Swimwear Display Unit 
Proves Successful 

Reports from sportswear departments us- 
ing the new Rose Marie Reid umbrella dis- 
play unit indicate that it is not only a sales 
magnet in attracting shoppers to swimwear 
counters, but is cutting customer handling 
to a minimum. 

Attractively arranged beneath a colorful 
umbrella, Rose Marie Reid swim suits are 
fitted on bust-form hangers, thus eliminating 
the stacking of suits on display. Customers 
can easily determine their choice of swim 
suit styles from the unit’s complete selection 
and the sales person can then take it from 
fresh, unhandled stock. 

The subject of much favorable comment 
when it was exhibited during the spring 
California Apparel Market Week at the 
Ambassador hotel, Los Angeles, the display 
unit has since been in increasing demand 
by buyers and display managers. 


Bob Fossett Joins 
Switzer Brothers 


Bob Fossett, for 23 years with the graphic 
arts division of the Sherwin-Williams 
Company, has joined the staff of Switzer 
Brothers, Inc., Cleveland, as assistant to 
Dale Winslow, manager of “Day-Glo” coat- 
ings. He will work with “Day-Glo” dealers 
in graphic arts supplies and the more than 
2,600 silk screen processors, sign makers 
and printers who operate under Switzer 
license in the use of “Day-Glo” inks, lac- 
quers and coated papers. 

Previously, Fossett has been in charge of 
the distribution through over 500 Sherwin- 
Williams retail stores of “Day-Glo” silk 
screen inks and lacquers which Sherwin- 
Williams manufactures under Switzer li- 
cense. 

With Sherwin-Williams he also handled 
the preparation of instruction manuals and 
sales promotional material. Fossett is a 
specialist in the application of color in the 
silk screen industry and has written a num- 
ber of articles for trade publications. 


Wide Range In Styrofoam 
Offered By Glo-Brite 


A full range of styrofoam block and sheet 
sizes along with a complete line of snow- 
men, reindeer, ornaments and other fabri- 
cated forms is being offered by Glo-Brite 
Products, 6415 North California Avenue. 
Chicago. As a pioneer in the fabrication 
of styrofoam since 1945 when the material 
was first made available, Glo-Brite has 
worked to make available to the display 
field as wide a variety of items from styro- 
foam as time would permit. Styrofoam 
plastic, ranging in size from 10 inches wide 
and 36 inches long, to 24 inches wide and up 
to 100 inches in length, is now being offered 
by Glo-Brite to those who wish to fabri- 
cate and make their own displays for store 
windows and interiors. 

This company’s special facilities enable it 
to produce full round snowmen from 6 inches 
to 27 inches in height, and giant snowflakes 
15 inches in diameter, along with large 
reindeer, candy canes and full round hollow 
bells. 

Descriptive literature will be sent display 
dealers on request. 
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From head to toe, Sylvania Now made in sizes, types, and wattages for every 


store or window need. But be sure you specify Sylvania 


Birdseye Reflector Lamps eteee ee ae 


put more appeal in apparel 


LEXANDER’S in New York City is still another fine 
department store that selects Sylvania Birdseye 
Lamps for store and window displays. 

Your store, too, can attract customers . . . step up 
sales with these efficient, economical lamps. For, with 
Sylvania Birdseye Lamps, it’s so easy to emphasize 
important style advantages . . . build appeal to the 
buying point. 

No costly fixtures or attachments. All you need is a 
few extension cords . . . or just plug them into your 
regular outlets. And there’s no time-taking polishing; 
the sealed-in reflectors always stay sparkling bright. 


FUBORESCENT TUBES, FIXTURES, SIGN TUBING, WIRING DEVICES; LIGHT BULBS; RADIO TUBES; TELEVISION PICTURE TUBES; ELECTRONIC PRODUCTS; ELECTRONIC TEST EQUIPMENT; PHOTOLAMPS; TELEVISION SETS 





LOOKING FOR 
A CAREER 
IN... 


Build a career in this well paying, uncrowded 
profession. Learn every phase window trim- 
ming and interior display. Study under out- 
standing faculty. Practice in full length windows. 


CURRICULUM 
Cloth, Crepe Paper and Painted Backgrounds, Drug 
Windows, Men's Wear, Children's Wear, ‘omen's 
Ready to Wear and Specialties, Small Wares, Window 
Design, Mannequin Draping, Interior Display, Lighting, 
Show Card Writing, Silk Screen, Papier Mache Fabri- 
ication, Prop Construction. 


| FACULTY 
MARC BIELER, Benwit Teller, Phila. 
ERNEST R. BUCHANAN, Formerly Baker Sign Co. 
‘JAMES FEE, Strawbridge and Clothier 
SAMSON FREEMAN, Art Dept., Phila. School System 
RUDOLPH GARCIA, Formerly the Spielman Co. 
FRANK HANNA, Fermerly Chromart Co. 
EDWIN J. HEITMAN, Art Dept., Phila. School System 
ROBERT KRAIN, Display Ce. of America 
JOSEPH MAIDA, Formerly Maida Studios 
WILLIAM McBLAINE, Formerly Browning-King Co. 
NORMAN MOORE, Formerly R. H. Macy Co. 
WILLIAM B. MURROW, National Display Institute 
CHARLES A. NUGENT, Formerly The Blum Store 
ELWOOD R. SULOFF, Penna. State College 

@ Approved for Veteran Training 

@ Free Placement Service —over 85% of gradu- 

ates placed in well paying positions. 


“The Nations Center for Display Education” 





617 CHESTNUT ST., PHILA. 6, PA. 


Write for Descriptive Booklet 








“FAST SIGN” LETTERS 


Raised (Molded) Plastic Letters 


@ Self sticking for changeable signs 
4” to 3” 


e Plain for cementing on most any surface 
%” to 3” 


Some distributor territory open. 


FAULKNER LABORATORIES 


BRADENTON 2, FLORIDA 














WHEN WRITING ADVERTISERS e 
PLEASE MENTION DISPLAY WORLD e 
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Daniel Replaces Spiro 
At Gertz, Jamaica 

Following the resignation of Walter Spiro, 
who is now display director for Gimbel’s, 
Philadelphia, Eric Daniel has been placed in 
charge of dispiay at Gertz, Jamaica, N. Y. 
He was formerly assistant in charge of win- 
dows. 

Julius Wiegel will be in charge of interior 
display for the store, with Harold Fisher 
holding a similar position with regard to 
windows. 


Lustra Cite Opens 
Mid-Town Showroom 

Lustra Cite Industries, Inc., manufacturer 
of “Lico” display fixtures, announces that 
the firm has acquired the entire second floor 
at 249 West 34th street, New York City, for 
showrooms and offices. 

A complete display of the “Lico” line of 
plastic display fixtures will be shown, as 
well as some specialties and samples of 
custom fabrication and precision work in 
plastics. The formal opening will be held 
on June 15. 


Lamprich Elected 
By St. Louis Club 

Edward H. Lamprich, display manager 
for Laclede Gas Company was elected presi- 
dent of the St. Louis Display Guild at the 
organization’s monthly meeting held at the 
Forest Park hotel on May 9. It was an 
action-packed election night for the approxi- 
mately 100 members in attendance, and some 
excellent campaign stunts were presented. 

Serving with Lamprich will be Howard 
Sacker, Stix, Baer & Fuller, as first vice- 
president; Harvey Smith, Boyd’s, second 
vice-president; John Linde, Famous-Barr 
Company (Clayton), secretary; Paul Kloeris, 
Union Electric Company of Missouri, treas- 
urer, and Louis Hoell, American Fixture 
& Mfg. Company, sergeant-at-arms. 

The retiring president, Joe Mercurio of 
Garrison-Wagner Company, was presented 
with a beautiful wrist watch by the members 
of the club in appreciation of his good work 
during his two years in office. Mercurio 
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becomes chairman of the newly-elected board 
of directors which is made up of Jess 
Reeves, Selle Jewelry Company; Clarence 
Geiger, Famous-Barr Company; John Stop- 
penbrink, Williams Shoe Company; Ted 
Heiman, Alton Box Board Company; Bob 
Minard, Garland’s; Adrian Delsman, Fa- 
mous-Barr Company; P. J. Bloecher, Sears, 
Roebuck & Co.; Sid Durham, Ely & Walker 
Company, and Ralph Dauer, Cunningham's. 

Seated from left to right: Paul Kloeris, 
Harvey Smith, Edward H. Lamprich, 
Howard Backer, and Louis F. Hoell. 

Standing from left to right: Jess F. Reeves, 
P. J. Bloecher, Adrian Delsman, John L. 
Stoppenbrink, Ted Heiman, Joseph Mercurio, 
Sid Durham, Bob Minard, and Ralph E. 
Dauer. 


Photographic Dealers 
Hear Display Talk 
How display can assist in the sale of 
photographic supplies was the subject of a 
talk delivered by R. C. Kash, editor, DIS- 
PLAY WORLD, at the May 15th meeting 
of the Guild of Photographic Dealers of 
New York, Inc., at the Hotel Statler, New 
York City. 
Larger Quarters 
For National Form 
National Form & Fixture Company is 
moving its showroom to 101 West 3lst street, 
New York City. Approximately twice the 
space is available at the new address com- 
pared to the former location at “57 West 
28th street. i 


Shade Cards Available 
On Various Fabrics 

J. Shevell & Sons, 395 Broadway, New 
York City, is currently issuing shade cards 
on the firm's line of satin twill, taffeta, crepe, 
and bridal satin. Request for cards should 
be made on company letterhead. 


Sears’ Buffalo Unit 
Appoints Filazof 

Bernard Filazof has been appointed dis- 
play manager for the Buffalo store of Sears, 
Roebuck & Co. 
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Schmutzler Promoted 
By Reyburn 

Robert C. Schmutzler has been appointed 
sales manager of the Display Division of The 
Reyburn Mfg. Company, Inc., Philadelphia 
and Royersford, Pa. He had been adver- 
tising manager of the firm, following sales 
promotion work, and has always been active 
in the affairs of the Display Division. 


— R. C. Schmutzler — 


Schmutzler first joined Reyburn as a 
salesman. In 1946 he organized the com- 
pany’s export department. He is the cre- 
ator of Reyburn’s line of “color harmonized” 
crepe paper. 

Schmutzler is a past master of a Masonic 
lodge, a member of the Philadelphia branch 
of Rotary International, a member of the 
National Stationers Association, and is 
active in church work. He is married and 
has two children, ages 16 and 13. 


Larry Holmgren Wins 
Local Contest 

First prize in a local display contest 
sponsored by the St. Petersburg, Fla., Mer- 
chants Association in connection with 
Mother’s Day has been awarded to Larry 
Holmgren, display manager for Rutland 
Brothers. 


Glamour Forms 
Introduces Line 

Glamour Forms Company, New York City, 
has introduced a line of papier mache dis- 
play forms, available in four finishes. The 
company is now arranging for jobber rep- 
resentation. 


Moran Resigns Position 
With Harbour-Longmire 

Charles R. Moran has resigned as dis- 
play manager of Harbour-Longmire, Okla- 
homa City, in order to enter business for 
himself. 
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STYROFOAM: 


BLOCKS, PANELS and DISPLAYS 
by GLO-BRITE 


GIANT 


SHEETS—PANELS 
All Sizes Up to 


100” LONG 
24” WIDE 
10” THICK 


Also Special Sizes Cut to Order 


Build Your Own 
Dramatic Displays 

















SPARKLING 


Our New 1951 
Market Week. 





DISPLAY DEALERS! 


Today! Visit Our Showrooms during the Chicago 


Christmas Line is now complete — Write 








* A Dow Product 


Snowmen 

6" to 27" High 
Reindeer 
Snowflakes 
Candy Canes 
Ornaments 


6415 N. CALIFORNIA 


PRODUCTS cHicaco 45, ILL. 














THE NEW ATTRACTIVE Z DISPLAYER SETS 


QUENSELL DISPLAYS INC. 7o%sfSs, NY. 


A clever wire creation, combining 
decoration and merchandise display in 
one. You can group them many dif- 
ferent ways. Hang them, nest them, 
build them into pyramids or trees. 


I set consists of the following sizes: 
| Displayer 6" high— 6"x 6" top & bottom 
1 Displayer 12" high— 8"'x 8" top & bottom 
I Displayer 18’ high—I0''x!0" top & bottom 
| Displayer 24°" high—I2"'x12" top & bottom 


Price for complete set of 4—$16.50 
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Kolite 


OTHER WATSON SPECIALS DESIGNED TO 
PUT NEW SALES-IMPETUS INTO YOUR 
WINDOW AND COUNTER DISPLAYS 
 Lawter's DAY-GLO Water Colors give back- 

rounds, signs, posters, price cards, etc., ter- 
rific eye-appeal and sales wallop. |-oz. jar 59; 
2-02. jar, 8c; Kit No. 59 (containing 5 |-oz. 
jars, $2.95. Kit No. 98 (containing 5 2-oz. jars) 
90. Choice of five spectacular colors—Neon, 
Red, Arc Yellow, Fire Orange, Saturn Yellow, 
Signal Green. We also carry Day-Glo Screen 
Process colors, lacquer, and the celebrated 
LUVA-LITE, the sensational Fluorescent Paint 
for outdoor bulletins. 
Complete line of ART & SIGN BRUSH MFG. 
o's. Brushes. 
wm CRESCENT CARDBOARD in wide variety of 
colors. 
wo The indispensable evares and aa 
Tackers, 
» CASEIN PAINTS pe DRY COLORS. 
mM BESELER PROJECTORS specially adaptable for 
projecting window display and store messages. 
» Complete details on all above items sent upon 
request. 





The Sensational Black Light Fluor- 
escent Fixture that PUTS Breath- 
taking SALES-MAGIC into SIGNS 
and DISPLAYS. 


Turns signs or displays painted or printed with 
fluorescent inks into a dazzling panorama. 

No. 2430 Indoor Model, 36", 60 watt, two 30 
watt tubes, 6 ft. plug-in cord set. Baked enamel 
fipish, price $37.50. 

No. 2415 Indoor Model. 18", 
watt tubes, 6 ft. plug-in cord set. 
finish, price $22.55. 


No. 1415 18", 15 watt, single tube, six ft. plug- 
in cord set. Baked enamel finish. Price $13.30. 
Further details sent on request. 


30 watt, two 15 
Baked enamel 





ORDER NOW from 


GEO. E. WATSON CO. 


417 SO. WABASH AVE., CHICAGO 5, ILL. 




















IT’S A 


DISPLAY TREAT 


TO VISIT 


HAMBERGER’S 
SHOWROOM 


When you visit New York City 
you haven’t seen the best in dis- 
play decorations unless you visit 
our large showrooms. 

At this time we have on display 
one of the finest lines of Fall dis- 
play units, novelties and artificial 
flowers that we have ever offered 
the displaymen of America. 

A cordial invitation is extended 
to you and you will be shown 
every possible courtesy. 


DAVID HAMBERGER, Inc. 


Display Decorations 
115 W. 3ist ST., NEW YORK CITY | 





Manufacturers 
of 
High Quality Papier Mache 


MANNEQUINS 
and FORMS 


Ladies, men's, and children’s figures. 
New Style Wigs. Rubber hands. 
Also, a complete line of distinctive 
Forms — for blouses, dresses, lin- 
gerie, bras. Men's torso forms, 
suits, coats etc... . 


For particulars write— 


ACTION FORM CORP. 


25 East 27th Street 
New York City 16 
Phone Murray Hill 3-8775-6 

















51” MIAMI MAT 51” 


Have you seen the sensationally new 
51" MIAMI MAT? 
Consult vour local iobber. 


‘ k Laue Edbrics Goninc. 


45 East 30th Street, New York 16, N.Y. 


DISPLAY YOUR PRODUCT IN BRILLIANT 
SPARKLING per telly hw sen 


COLOR sr 


poy froetin hts, precision hase, Used by 
WITH 


leading edvertionss 
mate accuracy. 
AD-COLOR Pe cote Cone. C408. levepe Partum Pacatens | Call 
TRANSPARENCIES AND COLOR PRINTS 


brary transper- 
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Display Ornaments Become 
“Hot" Resale Item 

For a group of Christmas displays last 
year, Henry Callahan, of Lord & Taylor, 
New York City, used giant jeweled snow- 
flakes suspended from the ceiling at various 
heights in the Fifth avenue windows. Their 
purpose was purely decorative, but soon 
after the displays were unveiled the store 
noticed a steadily growing stream of cus- 
tomers who wanted to buy the snowflakes 
for their own use. 

Callahan got together with management 


—Suspended at various heights from the ceiling 
of the windows, huge plastic snowflakes were 
used by Henry Callahan, Lord & Taylor, New 
York City, for a Christmas series last year— 


and a large order was placed for the snow- 
flakes, to be sold as regular stock from the 
store’s “Christmas Tree Shop”. All the 
display windows were signed to inform win- 
dow shoppers that the jeweled snowflakes 
were on sale within, and the advertising de- 
partment used the various shapes of the 
ornaments as Christmas motifs in Lord & 
Taylor newspaper space. Customers re- 
sponded by buying large quantities of the 
snowflakes throughout the entire Christmas 
season. 

One publication described the  store’s 
“Christmas Tree Shop” as “an area enclosed 
in shoulder-high display partitions and 
painted chartreuse trimmed in pink. Strings 
of large plastic snow crystals hang between 
pillars. Crystals priced at $3.95 a dozen 
sold out the first day.” 

“Such displays,” points out Joe Librizzi, 
Radiant Glass Fibers Company, New York 
City, who supplied Lord & Taylor with 
the snowflakes, “produce sales and profit 
for a store and can well be the means of 
amortizing some of the Christmas budget 
of the display department, which at this 
time is at its peak. Case histories like this 
vividly demonstrate the emotional pull, sell- 
ing power, and store-wide contribution which 
is made by the display department when the 
store is reaching its highest sales volume 
point of the year.” 
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perforated-. 
shardboard 


The Versatile Display Panelboard 
with Universal Wire Fixture 


%" thick tempered hardboard. Perfora- 

tions 3/16" dia. 1" and %" hole spacings 

available. Furnished in 36x48" panels only. 

PER PANEL — 36''x48"'—on 

$ 95 orders of six or more pan- 

of els. Less than six panels, 

$4.25 each F.0.B. Chicago. 

Prices include crating. 

Specify hole spacing desired—'/,"' on center or 

I" on center. Panels of both spacings may be 

combined to make up order for six or more at 
the $3.95 price. 

Universal Wire Fixture, 6" and 8" 

lengths ...........+2++2---40€ ea. 


PLAN TO VISIT OUR SHOWROOM DURING 
YOUR NEXT VISIT TO CHICAGO. 


LADON COMPANY 


730 S. Wabash Ave. Chicago 5, Ill. 
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PRICE- MARKERS 


INTERCHANGEABLE 


SMART + DIGNIFIED 


FOR MORE SALES, DISPLAY YOUR PRI 
WITH THESE BEAUTIFUL SOLID METAL 
NUMERALS IN BRIGHT POLISHED CHROME 
OR SATIN FINISH. USED BY THE MOST 
EXCLUSIVE STORES. DISPLAYING SMART 
ITEMS — MADE IN 1/4” - 5/16" - 1/2" - 1” 
HEIGHTS — 160 PCS. PER SET—PACKED IN 
A COMPARTMENT BOX, 
MANUFACTURED BY 


CCMBINATION PRODUCTS CO 
64-74 WEST 23rd ST NEW YORK 


SELECT DEALERS AND SALESMEN WANTED 
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May Award To Allen 


HE display pictured above has been 
judged the best among the 272 entries 
submitted in DISPLAY WORLD's 
International Display Contest during the 
month of May. It is by George Allen, dis- 
play director of Castner-Knott Company, 
Nashville and featured “Muguet des Bois” 
cosmetics by Coty in a lovely Paris street 
scene setting. 

This display is an excellent example of 
how distinctive settings can be obtained by 
clever use of such items as display papers 
or other specialties and adapting them to a 
given product. The background here, the 
Paris street scene, is such a display paper 
and the design is in the form of blown-up 
pen and crayon sketches. Allen mounted 
the paper on wallboard and provided it 
with a frame. The side wings, floor and 
clouds were done by the Castner-Knott 
display department. 

Allen comments, “Incidentally, we have 
used quite a lot of this blown-up paper 
background and think it very nice. It comes 
in black and white only, but sometimes we 
color it.” 

For his display Allen has been awarded 
the monthly gold medal offered in the 
contest. 

As explained in previous issues, the Inter- 
national Display Contest continues through- 
out 1951, ending December 15. Entries can 
be made by any displayman anywhere, and 
it is not necessary to be a subscriber to 
DISPLAY WORLD in order to do so. 
There are 98 merchandise or service classi- 
fications in the contest; there is no limit to 
the number of entries that can be made. 
All received during a given month will be 


—George Allen display director for Castner- 

Knott, Nashville, has been awarded the gold 

medal for the above display as the best entry 

in the International Display Contest for the 
month of May— 


judged for the monthly gold medal award. 

Entries are made by means of black and 
white photographs, preferably 8 by 10 inches 
in size; photographs should not be mounted. 
At the conclusion of the contest all entries 
in a given classification will be judged by 
three authorities on display and the three 
winners will be selected. For first prize in 
each classification a gold medal will be 
awarded, plus three points; second place 
carries with it a silver medal and two 
points, while for third place a bronze medal 
and one point are awarded. The individual 
who compiles the greatest total of points 
will be presented with a beautiful gold 
plaque, suitably inscribed. The runner-up 
will receive a silver plaque, and one of 
bronze will go to the person with the third 
greatest number of points. 

Last year the gold plaque was won by 
Harold McLaren, The Bon Marche, Seattle, 
while Tom Comerford, Lit Brothers, Phila- 
delphia, won the silver award. Frederick 
Asmussen, display director of the Myer 
Emporium, Melbourne, Australia— said to 
be the third largest department store in the 
world — won the bronze plaque. 

Thus far in 1951 the following individuals 
have won gold medals in the monthly 
awards, which do not count so far as points 
are concerned at the end of the contest: 

Clement Bradley, Carson Pirie Scott & 
Co., Chicago, January; E. L. Vollmer, 
Joseph Horne Company, Pittsburgh, Febru- 
ary; Russell C. Kehrt, Jenny's, Cincinnati, 
March, and Harold McLaren, The Bon 
Marche, Seattle, April. 


Result Displays 
In New Home 

New showrooms and general offices have 
been opened by Result Displays, Inc., manu- 
facturer and distributor of basic store fix- 
tures, at 350 West 3lst street, New York 
City 1. 
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Starting twenty-five years ago with 10,000 
square feet of working space and fifteen em- 
ployees, we now have a building with 48,000 
square feet and at times employ one hundred 
and seventy-five people. Twenty-five busy 
years of designing and manufacturing display 
properties with the cooperation and business 
from our friends and customers has made 
this possible. 


DISPLAY WORLD 


25 BUSY YEARS 


cece Tae. 


sare. Mine 
Large : 


We are deeply appreciative of your busi- 
ness and good will. Nothing would please 
us more than to have you, our friends, visit 
us and see how well we are equipped to serve 
you. 

Be sure to see our Christmas line during 
Market Week, July 8-12, in the Walnut Room 
on the second floor at the Morrison Hotel, 
Chicago, Illinois. 


EARL W. GASTHOFF CO., DANVILLE, ILL 
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for 
PLEXIGLAS and LUCITE 


Signs, Trays, Fixtures, 
Displays, ete. 


8 months 
in development 


acit 


g, ceane’ 


Is this 


your problem 
2222? 


the answer < 


in one substance ... : 
cleaner that really cleans 
- . . an anti-static agent 
that really keeps your 
plastics free of dust .. . 
completely new and 
proven the best prepara- 
tion of its kind, by far. 
e@ LONG LASTING 

@and above all ~- 

EASY TO USE 


IT IS: 

e PLEASANTLY 

SCENTED 
Pint.. $1.00; Quart Gallon... $4.75 


If “Like Magic” is not available from your local 
display dealer, write us directly. 


MERCHANDISE PRESENTATION, INC. 


206-208 East 120th Street, New York City 35 


$1.60; 














GARMENT STEAMER 


NEWEST, SIMPLEST, QUICKEST, 
BEST WAY 


To Press Your Garments 
Freshen Your Stock 
Portable — No installation cost—No dis- 
tilled water — Leaves no marks — CLOTH 
TO CLOTH—No metal touches garment— 


Apply steam to garment 
ON THE HANGER 


No. 51 GLIDE-O-MATIC 


$59.50 


VISIT US DURING MARKET WEEK 
JULY 8-12 


THE FIXTURE MART, INC. 


314 W. Jackson Blvd., Chicago 6, Illinois 











MA i] ! 
FOIL AND PLAID PAPERS ee ovo ne 


26” width — 50 and 100 ft. rolls. Also in Reams order; lowest prices. Old wigs made 
for immediate delivery. iliaty look like new Fast service 


R. A. OHLHORST ESTELLE BOBIC K 


454 Broome Street New York City 13 964 21ST STREET SAN PEDRO, CALIF 
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DISPLAY DESIGNING 
[Continued from page 80] 


bling a giant heart, built in sections. One 
section toppled backwards to the limit of its 
suspension wire, suggesting a trial with the 
other sections similarly arranged, like a sec- 
tioned orange. In the full round, the form 
had seemed to overpower the bride. The 
“full-blown” opened heart framed and dram- 
atized her. 

To Mr. McGuire the wedding ceremony 
is woman’s theatrical moment, to be pre- 
sented with cathedral lighting. For such 
windows he prefers walls and floor in the 
same color, to eliminate any contrasts dis- 
tracting to the mood. Seamless paper in a 
brown color he finds takes cathedral spot- 
lighting best: Violet, rose and pale green 
in the window illustrated. These filter colors 
and other pastels and unusual shades he 
finds in “cathedral glass” imported from 
Germany and England, and cut to order. 
They far surpass the harsher colors of 
commercial filters. 

The subordination of properties to mer- 
chandise and of merchandise to structural 
design (for example the blouse-in-basket 
window illustrated) is an approach con- 
trasting with the above. Work of this type 
is featured by low expense and by a clean 
cut unity. “Is there something there you 
can do without?” is a question often asked 
by Mr. McLaren. Cultivating humor and 
the light touch automatically eliminates fuss 
and bother. It seems at the same time to 
be the ideal of fashion arbiters such as 
Vogue magazine. A_ specialty equally in 
demand in the big store, this approach keeps 
abreast of current trends in fashions and 
youthful preferences, the themes being new 
twists to old ideas, or just new twists. 
In display, there is a high premium on the 
fresh approach. 

On the cost basis, displays built with few 
props or with scrap materials, and displays 
featuring high quality merchandise with no 
props at all, help a great deal. While Mr. 
McLaren readily invests if the results will 
completely warrant an expensive layout, in 
regular purchases and new construction 
two of his criteria are ease of storage and 
flexibility for reuse. Sets have been designed 
which, modified at little further expense, 
have done triple and quadruple duty; and 
properties such as openwork folding screens 
have been in use for years, though the use 
is sufficiently different each time that the 
public doubtless is not aware of it. 

Mr. McLaren is especially alert to new 
structural materials from the industries, 
which might be adapted to novel display 
use. (See “The Use of Raw Materials for 
Exotic Effects” in DISPLAY WORLD for 
August, 1950.) 

A kind of “doodling” in the full round 
is indulged in by Miss Irene Fix of the in- 
terior display staff when she is called upon 
to invent in her specialty, which is animal, 
elf, and baby figures. When the time and 
opportunity present themselves in the form 
of the assignment, she seeks out various 
raw materials or natural materials which 
have appealed to her in the recent past, 
and tries sample associations and color 
treatments with the merchandise before her. 
With enthusiastic cooperation of the shop 
air brush artist, and by means of her ex- 
perimental approach to the given problem, 
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CHRISTMAS 


DISPLAY MATERIALS 


Look Pas i 3 FIXTURES « MANNEQUINS 


NOVELTIES e ACCESSORIES 


MARKET WEEK 


e JULY 8-9-10-11-12, 1951 e 
MORRISON HOTEL CHICAGO, ILL. 


Yes! Take a good look at the new and exciting promotion ideas that are — to 
make this 195! Christmas Season a wonderful experience for everyone in retailing. 
Christmas in July at the annual NADI Market Week means more sales in December 
for every store in every community because the point of sale is “pointed up" by using 


the presentations you can see and buy at the Market. 


Display Directors, Display Managers, Display Personnel — the Market is for you. The 

NADI members invite you to CHICAGO for a real opportunity to compare and 

P a observe. You will find the answers to most of your problems at the Morrison Hotel 

apatite ited in the exhibits of more than 100 of the finest display manufacturers. The other 
PROGRESSIVE answers will come from their designers, artists and production personnel. 


NATIONAL ASSOCIATION of DISPLAY INDUSTRIES 


PRESENTATION 203 NO. WABASH AVENUE CHICAGO 1, ILLINOIS 
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TABLE III. SOME INDIVIDUAL BEST 
SOURCES FOR DESIGNING 
INSPIRATION 

. The merchandise: Study it for ideas 

to feature. 
Critical review: Study advertising art, 
fashion plates, art shows, architectural, 
interior and florists’ design. Some pre- 
fer to keep a morgue of clippings, 
sketches and notes made at the same 
time. 

. “Snowballing”: Association of ideas 
as the work progresses; the unexpected 
suggestion gained while working with 
the materials. 

. A clever phrase or twist to a current 
trend (from fashions, films, news, popu- 
lar music). 

. Raw materials: Stimulation for design 
from the steel yards, building supply 
houses, plastics manufacturers, live 
shrubbery and plantings. 

. Doodling: Color and line and texture 
on paper; or with assorted materials in 
relief or the full round. 

. What people throw away: Wrappers 
and crating material, second-hand mate- 
rials, wood shavings, machine shop 
metal turnings. 

. What people like: Identification with 
people having fun. 

















flattering complements to the merchandise 
C H | C A G 0 C A R D H 0 A R D C 0 M 8) A N Y invariably result in short order. 

Is display designing a gift, or is it an 
666 WASHINGTON BLVD. CHICAGO 6 i oe Oe, oO ability which can be developed? 

Put to an experienced designer and deco- 
rator such as Miss Fay Suttles of the win- 
dow staff, this question brings a typical, 
and in this case lucid, answer. It is both a 
gift and an ability to be developed, ac- 
cording to Miss Suttles, plus an added and 
crucial trait: The drive or will to carry 
through to a successful conclusion. 

Ability for design is not enough: Display 
production in a big store takes character, 
notably humor and patience and considerable 
managerial ability, under conditions which 
for an artist are frequently harrowing 
(crowding deadlines, textone to the elbows, 
diplomatic relations to be maintained with 
others involved in the big store organiza- 
tion). All these abilities are not frequently 
found in one person, together with the 
basic artist-carpenter combination adapted 
to the display art medium. 

A designer such as Miss Suttles learns 
to maintain a backlog of ideas: Promo- 
tional themes, mental notes on materials, 
fresh color schemes, striking patterns and 
designs. These are on tap before the given 
window or window-front assignment ar- 
rives. If not judged suitable for the moment, 
the idea must be followed by others in quick 
RETAIL REPORTING BUREAU succession; the designer should be bubbling 
101 Fifth Avenue, New York 3, N. Y. over with feature treatments for his or her 
( Please send me more information. merchandise lines. 

Please enter my order for: [] 75 windows at $10.00 plus postage One of her best sources of inspiration 

(] 75 interiors at $15.00 plus postage Miss Suttles finds in “what others throw 

[) Both packages at $25.00 plus postage out” in store scrap materials and in good- 

will or second hand outlets. A moth-eaten 
fur coat becomes “The Thing” covered with 
animated moths in a fur storage window 
as a vault door closes; woven fibre rug 
wrappers become palm leaves and thatched 
cottages in a Hawaiian playclothes promo- 
tion. A group of large old picture frames 


New for 1951 


150 Christmas Display Photos 


from leading department stores 


Ready now ... in time for your Display Market 
buying trip . . . and your Christmas planning. 
These are photos of Christmas displays set by 
outstanding stores in 1950. Stores like Lord & 
Taylor, Macy's, Filene's, A. Harris and many 
others. Here is the drama of Christmas 1950 
recorded on 5% x 7 photos for your use in plan- 
ning record-breaking and/or breathtaking Christ- 
mas displays in your store in 1951. Each photo is 
described as to colors, materials and other in- 
formation. The collection is attractively packaged 
in a box for your desk. 





The price is minimal: 
75 selected interiors...... ... $15.00 
HY 75 selected windows ...... $10.00 


CLIP THIS: Do not send money now. We will bill you later. 
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BUILDINGS , STORES , HOMES 


The GENERAL Line of illuminated plastic Christmas 
decorations is composed of colorful lighting units 
molded of tough, weather-resistant, translucent sheet 
plastic material assembled with aluminum frames and 
tie rods. Every unit is illuminated from within with 
incandescent lamps, based on our proven theory that the 
only effective Christmas Holiday displays are those that 
are colorful both day and night. 


Community Christmas Tree Ensemble 


GP 20-35 Ensemble consisting of 12—12” 
Balls, 36—8” Balls, 1—36” Star of Bethle- 
hem, 3—35” Santa Faces, 3 spot lights, 49 
sockets, 300 ft. wire and 300 lacquered 
flitters, complete ready to set up $287.50 


Double Face Christmas Lighting Units 


Item C GP 36-24 36” Star of Bethlehem $20.75 ea. 

GP 60-40 60” Star of Bethlehem 45.00 ea. 
Item F GP 24-24 24” red Triple Bell 20.00 ea. 
Item G GP 40-60 60” Full Size Santa 67.50 ea. 
Item H GP 36-36 36” Red Christmas Bell 37.75 ea. 
Item I GP 30-24 30” Old English Lantern 25.50 ea. 
Item J GP 35-23 36” Santa Face 27.75 ea. 


(GP 35-23 Santa Face also available in single face 
unit with Masonite back). 


Pin Sockets and Streamers 


Item K GP 950-100 ft. 12” spacing $42.00 ea. 
GP 960—150 ft. 18” spacing 47.00 ea. 
GP 970-200 ft. 24” spacing 51.00 ea. 


39" and 22" dia. Double Face Wreaths 


Item L GP 39-14 39” wreath Santa-Bell $48.50 ea. 
Item M GP 39-14 39” wreath Merry Christmas— 

Season's Greetings 48.50 ea. 
Item N GP 39-14 39” wreath Candle-Deer 48.50 ea. 
Item L GP 22-12 22” wreath Santa-Bell 21.00 ea. 
Item M GP 22-12 22” wreath Merry Christmas— 

Season's Greetings 21.00 ea. 

(All wreath units also available in single face 
with Masonite backs.) 


Send for catalog No. 51 illustrated in color and describing 
our full line. Also special bulletins on other decorations. 
No. 525—Paul Bunyan Holiday Trims 


No. 531—Northern Festooning, ete. 
Yo. 539—Southern Festooning, ete. 
- . fm - 


SS DENTAL PLASTICS CORPORATION 


MARION, INDIANA 
1400 N.WASHINGTON ST. PHONE 4870 


WEST COAST OFFICE . .. LONG BEACH 6, CALIFORNIA 








Dealerships available. Write for details. 
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Are You Looking for 
Unusual, Custom-made 
Novelties at Little Cost? 


Decorations which will make your 
Christmas displays different and 
add that extra touch? 


YOUR ANSWER IS: 


Room 449 


HOTEL MORRISON 
DURING MARKET WEEK 


Or if you are in New York as 

early as June, please attend our 

prevue! 

WE WILL BE WAITING FOR 
YOU IN 


CHICAGO or NEW YORK 


WILLIAM L. BAER GO., INC, 


129 W. 27th ST. NEW YORK, N. Y. 
(Between 6th & 7th Ave.) 

















Salesmen... 
Saleswomen 


To represent us on "Celas- 
tic’, a tried and proven 
product now used by most 
department stores and dis- 
play studios. Simply Dip it! 
Drape it! Shape it! Cast it! 
Dries in 20 minutes, light- 
weight, unbreakable and 
weatherproof tool 


Terrific Sideline . 
territories to 
qualify 

basis. 


. . Choice 
those who 
Commission 


COLD THEATER raging 


“Trade mark of the Celastic Corp. 


BEN WALTERS, INC. 


125 West 26th Street 
New York I, New York 


| FASHIONS 


| ILLUSTRATION 














CRYSTALLINE 


1026 Venice Blvd. 





W. cordially invite you to view the finest and newest line 


of plastic and metal display fixtures in 


ROOM 670 


HOTEL MORRISON, CHICAGO 
NADI MARKET WEEK, JULY 8-12 


PLASTICS CO. 


Los Angeles 15, Calif. 























TABLE IV. TYPICAL PERIODICALS 
OF HELP IN DESIGNING 
DISPLAYS 
( Interiors 
4 Arts and Architecture 
Art Directors’ Annual 


STRUCTURAL 
DESIGN 


Vogue 

Harper’s Bazaar 
Seventeen 

Charm 


Better Homes and 
Gardens 

DECORATING House Beautiful 

Living for Young 


| Homemakers 


; Life 


| COLOR, | Holiday 


ATMOSPHERE | Fortune 


f 
DISPLAY WORLD 
AND ANALYSIS | 





picked up by Miss Suttles have been put 
to steady work antiqued or spray painted 
gay colors as settings for presenting men’s 
ties in windows, as reader supports, and as 
presentation for a great variety of merchan- 
dise in niche and showcase displays. 

It takes mental gymnastics indistinguish- 
able from real inventive ability to adapt for 
this field. Some hint as to its nature can 
be found in the psychological process of 
visualizing, and in the constant personal 
research the good designer engages in for 
ideas. 

“What people like” is another source of 
inspiration for Miss Suttles. For example, 
people like to identify themselves with others 
having fun. This leads to happy group 
sets: Barn-dance, beach, skiing party, or 
dinners —all of great appeal and ability 
“to establish contact”. 


Hecht Display Division 
Headed By Dorfman 

The appointment of Earl W. Dorfman as 
director of merchandise presentation for 
The Hecht Company stores in Washington, 
Silver Spring, and Virginia, is announced 
by Charles B. Dulcan, Sr., executive vice- 
president and general manager. 


— Earl Dorfman, left, and Sydney Haken — 


Dorfman will coordinate various phases of 
window and interior display at the three 
stores. He was formerly display director 
of The Hecht Company’s Washington store. 

Sydney Haken has been appointed as 
display manager and Lester Melnicove as as- 
sistant display manager of the Washington 
store. 

Roy Thompson, formerly display manager 
of the Silver Spring store, has been named 
display manager of the new Hecht Company 
store now under construction in Arlington 
county, Virginia. Leon Boniface has been 
appointed display manager of The Hecht 
Company, Silver Spring. 


Larger Space Taken 
By Decker 

The Decker Corporation has moved into 
larger quarters at 1222 Montrose street, 
Philadelphia. 
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SEE YOU AT THE CHICAGO SHOW! 


JULY 8-12 —ROOM 506 


featuring our 


@ EXCLUSIVE MERCHANDISE DISPLAYERS 
@ PAPIER SCULPTURE TUBES 
@ RED AND WHITE STRIPED TUBES 
@ COLOR TUBES 
@ %" METALLIC TUBES 


MUTUAL DISPLAY MFG. CO. 


110! POWER AVENUE CLEVELAND, OHIO 














Drosentin® 


Our new bne 
of 


Christmas Foliages 
PLASTIC 


For the Christmas season: Mistletoe, Holly 
Vines and sprays, and Poinsettias. 


Write tor Complete Details 
JOBBER AND DISTRIBUTOR INQUIRIES INVITED 


Plastic Reproductions 


frs. and Original Designers 
15 East 2d Street Cincinnati 2, Ohio 
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THE “SIGNPRESS” 222 

POSTER MACHINE 

FEATURING: SPEED . . . SIMPLICITY .. . LOW OPERATING COST 
... LONG LIFE 


Used for over seventeen years by leading national chains. Many have from 50 to 500 or more in use. 
MADE IN THREE SIZES . . . WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 














DISPLAY EQUIPMENT CO. 


BOX R-144 ADRIAN, MICH. 


An Automatic "Tack Jpitter— 


“swallows” 140 Staples per Gufp- 
VA's 








HANSEN zesseene expe 


Never A TACK SWALLOWED! 
Tackspitting — tacks-in-mouth — is out-of-date. Besides, it's 
DANGEROUS! Mechanical "'tack-spitting’ with the Hansen 
Tacker is up-to-date. Besides, it's SAFE! 

Never A THUMB SMASHED! 
No thumb-smashing with Hansen Tackers. They do pre- 
cision driving — insuring accuracy and neatness. Hammer 
blade hits squarely on Tackpoint. NO DENTS. NO 
MARRING. 

Never A TACK STEPPED ON! 
No Tackpoint wasted and none to step on! All of them 
are held securely inside the Hansen Tacker. All are dis- 
pensed one-at-a-time. All work without waste —- SAFELY. 





O 


PANSEN Jee a 
: ANSE 5041 RAVENSWOOD AvE. CHICAGO 4O ILL Ask tor Booklet 
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FINE ART IN DISPLAY 
[Continued from page 50) 


point, these special events are dramatized 
by a few symbols and emblems repeated 
year after year in the same commercial 
way until they become boring to shopper 
and displayman alike. Yet these are the 
very occasions for which something special 
and original in the way of fine art treat- 
ments for display could be planned well in 
advance because we know they will arrive 
at a given time, as they always do, regardless 
of the merchandise which will go on display. 

This planning ahead is the one and only 
answer to the problem of having better, more 
interesting displays by the use of fine art. 
Price does not enter into the situation as 
much as one might think, for American 
artists are accustomed to relatively low 
pay; in many cases a complete battery of 
displays, custom-designed and_ executed, 
does not cost more than would have been the 
case if a less desirable treatment had been 
employed. 

Another factor in the present situation is 
that most display departments are content 
| with the facilities of their own staff, so 
| far as art work goes, and are satisfied that 
art treatments thus produced are sufficient 
for their purpose. The obvious answer, of 
course, is that the work of a really fine 
artist does an immense amount of good for 
the store in the way of good will and word- 
of-mouth publicity. For every city has 
enough people with a discriminating taste 
in art to appreciate any store’s efforts to 
appeal to their liking for truly fine things. 

A fine artist will not take a six-day-a-week 
job, however much security it may offer, 
because he has the driving urge to paint 
unhampered by the demands of commerce. 
But he is perfectly willing to do a commission 
for an understanding display director even 
though it may take most of his time, for 
he knows that he is still free to pursue his 
art—and the display director knows that 
his work will be the better the more the 
artist gets this renewal, this rebirth, from 
his creative work. 

The fact is that the American artist, ex- 
cept for some 2 per cent, has to look for 
a source of income elsewhere than from his 
profession. Most artists crowd into adver- 
tising and teaching. Display is shunned, 
on the whole, because of the size of the 
jobs, the lack of consideration accorded the 
artist, and the fact that they must wait 
for from 30 to 90 days for their money. 

Perhaps one of the most interesting con- 
tributions fine art can make to display is in 
its refreshing approach to familiar subjects. 
For after all, the fine artist has a back- 
ground or some five thousand years of art 
history on which to draw. Look, for in- 
stance, at the panel labeled “Science” in the 
photograph with this article. It is one of 
a series of sketches done for a back-to- 
school promotion. Here a Holbein-esque 
painting, aided by other Renaissance in- 
gredients, has been done on suitable paper 
to give the illusion of costly tapestry. 

Another example is the group of angels 
done on birdseye maple in the style of Roger 
van der Weyden. This pattern was continued 
all around a shop established for the sale 
of Christmas cards. 

Or consider the display of evening gowns 
as shown by Winston Jones, Franklin Simon 
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& Co., New York City.' Here the back- 
ground simulates tapestry in tones to bring 
out the colors of the merchandise. 

Still another example is seen in the dis- 
play from Abraham & Straus, Brooklyn, 
where John Rosenberg is display director. 
Pillement, an eighteenth century designer 
characterized by the use of Chinoiserie, has 
been recomposed for a beautiful background 
design. 

There is a definite place for the fine art- 
ist in display. The individual display di- 
rector can do much to make his windows 
and interiors still more interesting, attrac- 
tive, and salesworthy by planning regular 
seasonal events far enough in advance to 
permit the artist to work with him, by ac- 
cording the artist the same consideration he 
would give any other professional person, 
and by taking the artist into his complete 
confidence. 


Akron Chapter Of AMA 
Elects Jones President 

Vernon H. Jones, manager of the store 
planning and merchandising laboratories, 
Goodyear Tire & Rubber Company, has been 
elected to the presidency of the Akron chapter 
of the American Marketing Association. He 
had served the group as vice-president. Other 
officers named are Raymond K. Moran, Kent 
university, vice-president and program chair- 
man; secretary, Fred C. Bick, of the adver- 
tising agency of the same name, and J. H. 
Sloan, B. F. Goodrich & Co., treasurer. 

Principal speaker at the same meeting of 
the chapter was William H. Howard, vice- 
president of Young & Rubicam, Inc., New 
York City, who pointed out the need for 
research and knowledge in all lines of mer- 
chandising. 

“Retailers and manufacturers could both 
benefit by engaging in some joint research 
in customers’ wants,” he said. “They might 
collaborate on such subjects as merchandise, 
prices, store services, store hours, and many 
others with worthwhile results. Now the re- 
tailer uses research almost not at all. He 
takes the position that, dealing with customers 
who tell what they want and prices they 
want to pay, he is research itself. 

“Unfortunately that isn’t true. The move- 
ment of his merchandise by price lines tells 
him, relatively, what prices they did pay — 
those that bought — but not what they wanted 
to pay, which would be a very different story.” 

The speaker expressed the belief that the 
greatest weakness of the retailer and the 
manufacturer is this lack of knowledge. “It 
is their greatest opportunity,” he said, “to 
make a profitable reality out of their part- 
nership.” 

Black Lighting Applied 
To Curved Surfaces 

Production is in progress on national 
advertiser units made under patents issued 
to Cornelia J. M. Meijer and involving 
the use of ultra-violet light directed onto 
photo-luminescent curved surfaces. The re- 
sult is a unit that looks as if it were equipped 
with a gas tube light source. 

American Neviol Sign Company, Fort 
Worth, is the holder of the United States 
patent rights. Production of the sign for 
Miller’s “High Life” beer, Milwaukee, was 
by Loma Plastics, Inc., also of Fort Worth. 





DISPLAY WORLD 109 


BARRANGO 
MANNEQUINS 


CONVENTION ROOM 


42d 


MAIN OFFICE 579 MARKET - SAN FRANCISCO - 5 








For the UNUSUAL in 


REED & RATTAN 
Denton Dodd Display 


991 Main St. Buffalo 3, N. Y. GRant 7172 

















DISPLAY WORLD 








KEHOE D 


541 MARKET STREET 


GRAND SHOWING 
the. fabulous 


new studio 


eal Monde 


fashion manikins 
IN THE 


MURAL ROOM 
SPACE 8 and 9 


HOTEL MORRISON 


JULY 8 to 13th 


CHICAGO 


SPLAY FIXTURE CO. 


SAN FRANCISCO, CALIFORNIA 


MR. WM. E. KEHOE, exclusive Korrect-Way distributor 

















Copy — Today ! 
iQ STUDIOS 


Division of ‘i 
Rapid Copy Service, tne. 


_ ¥23 N. WACKER DRIVE) cHICAGO 6, 


r Eye-Arrestings 


isplays... 


1y GIANT 
PRINTS 


(Photo Blow-ups) 


For attention-getting displays in win- 
dows, for exciting, atmosphere-creating 
backgrounds, you'll want RCS Giant 
Prints — beautiful, low-cost photo en- 
largements produced by craftsmen! 


See for yourself how RCS Giant Prints! H 


are made—and see them in dozens o 
display uses. Get the RCS Giant Prin 


Book with our compliments. List of — 


low prices for all sizes included with 
the ! ‘ 





51” MIAMI MAT 51” 


Sunfast, washable, as new as 
tomorrow. 
See it at your local jobber. 


45 East 30th Street, New York 16, N.Y. 
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‘FLOCKED BRANCHES 


COLORS FOR ALL SEASONS 
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E. H. KLINGEL 





FLOX FINISHES, Bartonsville, Penna. 
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and little collar in white from the featured 
collection to point up the caption: “Bonwit 
salutes a new generation of American de- 
sign—a young couture at a young price. 
This by Harvey Berin”. Color was added 
by the arrangement she held of blue, red 
and yellow garden flowers. 

Mr. Moore also turned to the races for 
a series of windows bearing the title: “Bon- 
wit’s great names go to Belmont Park”. 
Pebbles covered the floor. Backwall and 
lighting were in blue. 

A green shrub, potted in a green tub and 
placed at the center back of the window, 
was cut to resemble a racing horse, his 
jockey leaning low over his neck and ob- 
viously a winner. In one window the gown 
was designed by Traina Norell of red plaid, 
halter style. The mannequin wore a black 
patent leather belt around the red plaid 
frock, and had black shoes and white kid 
gloves. She carried a picture hat of black 
velvet in her hand, along with a black fur 
stole. 

Two panels woven of open mesh brown 
straw were arranged at bias angles, ver- 
tically, on either side of the window at Saks- 
Fifth Avenue, when Display Director Sidney 
Ring used the setting as a foil for “Nettie 
Rosenstein’s pleated fan in forest brown”. 

All forms of straw, including millinery 
braid, preserved and dyed straw flowers, 
cut papers, nylon mesh, etc., all in the subtle, 
charming vari-tones of beiges and browns, 
were interestingly appliqued in a design of 
leaves and flowers up each of the two screen 
panels. With the featured gown, the man- 
nequin wore brown accessories and a brown 
fur scarf. Her earrings and necklace were 
in a contrasting shade of opal blue. 

An all-embracing promotion of accessories 
was stunningly handled by Display Director 
Edward von Castleberg in a series of six 
Bloomingdale windows when the copy read: 
“Captured! the exquisite variance of butter- 
fly colors for your summer seasonings”. 

The well chosen white background pleas- 
ingly emphasized the strong shades of yel- 
lows, blue, orange, and purple, the “variance” 
of one chosen color grouped to each window 
of the series. 

The tones of deep coral were featured in 
the display seen in the accompanying illus- 
tration. The floor and backwall were finished 
in white and the low wall, brought to the 
foreground, served to concentrate all interest 
on the wide range of “summer seasonings”. 
The frame for the upright panel to the right 
was painted white and was laced with rose- 
red hemp to bamboo poles which had been 
lacquered in white. The composition of 
accessories was arranged against a sand 
color linen and except for a pair of beige 
gloves, a flower, and white beads were in 
the featured deep coral tones. 

To the left, a few accessories were dis- 
played in two black-framed collectors’ cases, 
and butterflies in shades of pink, rose and 
red with black markings were spaced here 
and there in the grouping. A white wire 
dressmaker dummy, set off center, was 
draped in a cherry red stole and the man- 
nequin wore a beige shantung dress ac- 
companied by a coral scarf. 

Maroon red and a vivid pink made ex- 
citing background colors for a series of 
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NOW AVAILABLE 
“at the right price”’ 


Once again you may make your selections from 
our complete line of plastic hangers. If we have 
been unable to fill your previous orders on some 
numbers it was due to our reluctance to’ stock and 


sell these numbers at the then "prevailing high price”. 


We are pleased therefore, to be able to offer 





once again our complete line of plastic hangers at 


“the right price". 
Colors available: Clear, Amber, Red, Green 
and Blue. 


WRITE FOR PRICES AND PARTICULARS 


Sinc 28 NORFOLK # STREET NEW YORK 2. N ORchard 4-1780 








There’s something about 


-, MILEO mannequins 
that makes them SELL 


fashion wear. 


They possess a dramatic charm and grace 
that makes every garment outstanding. 


Visit our com- From any standpoint 
ic == AMERICA’S BEST M NNEQUIN VALUE 


You must see our new lines of MISSES, JUNIORS and 
TEENS and by all means our adorable new CHILDREN 


MILEO MANNEQUINS, 7 West 36th St., New York City 18 
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WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
319-321 N. Paca St. Baltimore 1, Md. 








LIBERAL ALLOWANCE 
For Your Old Mannequins 


Write us for complete details. 
REINERMANN FIXTURE CO. 
343-345 W. 4th St. Cincinnati 2, Ohio 
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windows at Franklin Simon. One, which 
Display Director Winston Jones had en- 
titled: “According to Frances Sider there’s 
just no denying the affinity that black has 
for white, that white has for black”, pre- 
sented clothes by that designer in the black 
and white, emphatic against the pink and 
red. 


Copy card for the display was a large 
maroon sheet, lettered in white. The floor 
coloring matched the card, as did the base- 
board for the lights. The lower half of 
the wall was painted in the same maroon 
shade, but with bold swashes of white paint 
brushed on to simulate waves. The top part 
of the wall was in the brilliant pink, while 
white sea gulls, cut from paper, flew against 
the pink in montage fashion. A _ platform 
prop of pink lay low along the window floor, 
and behind it stood an upright pillar of the 
same shade. A grouping of sun cosmetics 
was arranged on the window floor to the 
right front corner of the window, balancing 
the copy card in the opposite front corner. 
Four mannequins wore bathing suits or 
beach costumes in black and white. One 
who was shading her eyes to peer off into 
the distance was holding to the corner of 
the copy card with her other hand. A 
second mannequin seated on the low plat- 
form wore a shawl of black and white print 
to match her sun dress, extending her arm 
with the stole draped over it. The print 
of the sun dress was repeated in a bathing 
suit worn by a third mannequin who stood, 
arm upraised, behind the opposite end of 
the platform. The fourth mannequin was 
seated on the upright pillar. 
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Foundation Contest 
Awards Made Known 

The following display directors have been 
awarded $100 Defense Bonds for their 
entries in a display contest sponsored by 
Artistic Foundations, Inc. : 

Atline Jones, Smartwear-Irving Saks, 
Roanoke; C. McClaughry, H. C. Capwell 
Company, Oakland; M. J. Brennan, Mac- 
Dougall & Southwick, Seattle; Marion Can- 
field, H. Liebes & Co., San Francisco; 
Norbert Ratliff, Sanger Brothers, Dallas; 
Mrs. Eva Miller, Newsom’s, Denison, Texas; 
Harold F. Doerling, Wm. C. Wiechmann 
Company, Saginaw, Mich.; Albert Jones, 
Myers Brothers, Springfield, Ill.; Melvin 
Frederick, The McAlpin Company, Cincin- 
nati. 

E. M. Vickers, Fleishman’s Big Store, 
Fayetteville, N. C.; George M. Allen, Cast- 
ner-Knott Dry Goods Company, Nashville; 
R. P. Elfreth, Bowman & Co., Harrisburg, 
Pa.; W. Arthur Gray, Lansburgh & Brother, 
Washington; W. E. Mixon, Kresge’s, New- 
ark; George F. Schlosser, Edward Malley 
Company, New Haven, Conn.; Gerald Grow, 
Abernethy Clarkson Wright, Inc., Burling- 
ton, Vt. 


Red Wing tntvodioes 
"Multiview" Displayer 

The introduction of a_ novel 
player called “Multiview” has been an- 
nounced by Red Wing Products, Bellerose, 
N. Y. The first to be shown is especially 
designed for blouses and sweaters, and con- 
sists of an especially constructed heavy- 
duty clirome-plated convertible stand holding 
clear plastic “Beauty” forms. In all, there 
are seven models, holding six forms, five, 
four, three and two, in two heights. 

Herb Coon, president of Red Wing, states 
that the company plans to incorporate all 
of the plastic forms manufactured by the 
firm into other “Multiview” units for chil- 
dren’s wear, men’s wear, brassieres, girdles, 
and the like. In addition there will be 
“Multiview” units that will combine different 
forms to enable the displayman to show on 
a single stand such items as blouses and 
skirts, girdles and bras, etc. 

The plastic forms used for the displayer 
can be swiveled, tilted, turned, or moved 
up and down and from side to side. 

Complete details on “Multiview” are avail- 
able on request to the manufacturer. 


new dis- 


Stensgaard "Old Timers" 
Have Annual Meeting 

The annual dinner of the Old Timers Club 
of W. L. Stensgaard & Associates, Chicago, 
was held recently and this year took the 
form of a celebration of the firm’s 20th 
anniversary. Membership in the club, which 
is limited to those with five or more years 
of service with the organization, now totals 
70 and of this number 36 have been with 
Stensgaard for more than 10 years. 


Son Is Born 
To Baers 

Willie Baer, William L. Baer Company, 
129 West 27th street, New York City, and 
Mrs. Baer announce the birth of their first 
child, a son, on June 7. He has been named 
Harry Max. 
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/14 .. . the best number at 


N.A.D.I. MARKET WEEK 


MORRISON HOTEL, CHICAGO, JULY 8-12 


You must inspect our complete line of 


Nymphette Mannequins 


in Ladies, Men’s and Children’s Models 


Also a complete line of fixtures, display units, novelties and 
accessories. 


ROOM 714 
DISPLAY HEADQUARTERS 


39 WEST 37th STREET, NEW YORK CITY 18 
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ARTIFICIAL FLOWERS 


We-—Had THE Spring line. 
We-—Definitely have THE Fall 
and Christmas lines. 


Visit our showroom or write for samples 
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styrofoam 
catalog 


FREE 


Save on everything 
in Styrofoam! 
Display men will find this complete cata- 
log of Styrofoam items indispensable with 
its helpful information and money-saving 
prices. Use the coupon below — today! 


This book lists plastic snow canes, Balls 
(from 15%" to 6" in stock) and bells, 
white powdered snow, colored snow cen- 
terpieces for windows, showcases, and 
counters. In fact, all the items you need. 
Prompt Delivery is Guaranteed 
JOBBER INQUIRIES INVITED 
Jobbers who attend the July Market 
—phone us to see our line— 
AMbeassador 2-3652 


Mail coupon NOW! 
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Lloyd's Genuine 
GRASS CLOTH 











Add extra eye-appeal to your 
display promotions with 
Lloyd’s Grass Cloth—a favor- 
ite backdrop material with 
display men everywhere, be- 
cause it adds that “sales 
touch.” 


WRITE TODAY FOR FREE 
SAMPLE AND PRICE! 


Ws. Loyd CO., INC. 


16 E. 52ND ST., NEW YORK 22 
NEWARK e BOSTON e CHICAGO 
E. C. BONDY, BEVERLY HILLS, CAL. 
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‘Remodeled De Pinna’s 


and second floors of DePinna, 
York City, were recently  re- 

modeled by Architect Sanford B. Wells. 
Interesting and striking effects have been 
achieved in the women’s accessory depart- 
on the first floor, and conven- 
tional fixtures have been abandoned in the 
men’s and boys’ departments on the second 


| floor. 


Previously the first floor of DePinna, long 
one of the most predominantly masculine of 
Fifth avenue’s leading shops, was almost 
entirely devoted to men’s furnishings. Today, 
however, it consists of women’s accessory 
departments, with men’s furnishings con- 
centrated in a complete and separate de- 
partment in the rear. A striking color scheme 
of yellow and white with black and brown 
accents creates an atmosphere at once warm 
sophisticated, designed to appeal to 
men and women. 


and 
both 


There are two main Fifth avenue entrances 
to DePinna, and confronting the customer 
at each entrance is a structural column, Both 
columns have now been made an integral 
part of the decor. One is painted black, 
with brilliant yellow flowers planted around 
the base to form a miniature sunken garden. 
The other column is painted white and 
forms a background for an eye-catching 
handbag display. 

Also immediately visible to the customer is 
a striking new hosiery display. The greatly 
expanded hosiery department is in the center 
of the store, next to the elevators. In order 


—Upper left, the decor of the main floor is 

colorful and sophisticated, with luxuriant plants 

used for decoration and light aspen slat 

screens .. . Upper right, blouses are in low 

cases . . . Below, a view of the remodeled 
first floor— 
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plays Company 


215 SOUTH FRONT STREET BURBANK, CALIFORNIA 


takes pleasure in 


Announcing 


The major portion of our plant will be engaged in pro- 
ducing material for our National Defense, therefore 
FORMO DISPLAYS COMPANY is pleased to announce 


that their total output of Santa Heads and various other 





items have been purchased by and will be warehoused and 


distributed by 


Sidney Newhoff Associates 


1237-39 SOUTH OLIVE STREET LOS ANGELES 15, CALIFORNIA 


AND 


Standard Cellulose & Novelty Company 


84-48 129TH STREET RICHMOND HILLS, NEW YORK 
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[to draw attention to it a large circular 
counter is provided, with an attractive pend- 
ant brass lighting fixture extending over- 
head that repeats the circular lines of the 
counter. 

In order to create an elegant and feminine 
atmosphere in DePinna’s first floor, Sanford 
B. Wells has replaced many of the old, 
conventional rectangular display counters 
with gracefully curved counters. Directly 
to the customer's left as she enters is a wall 
case of umbrellas. Next to the umbrellas 
is a display case for flowers and scarfs. 
Next comes the blouse department, with 
the blouses in shoulder-high cases placed 
at right angles to the wall. The merchandise 
in the shoulder-high cases can easily be seen 
by the customer, and is handled by the sales- 
person without stooping or reaching. 

To the customer’s right as she enters is 
the glove department, which also contains 
a gracefully curved counter, and, next to it, 
the handbag department. The handbag 
department, the largest on the floor, con- 
sists of a long counter against the wall and 
two large counters toward the center of the 
floor. Wall cases in the handbag depart- 
ment- are made interesting and eye-catching 
by the use of a smart white and gold pat- 
terned wallpaper as background. 

Perhaps the most unusual department on 
the first floor is the new jewelry department, 
located between the two main entrances. 
Because of its location this department oc- 
cupies very little wall space, and instead 
extends out onto the floor. The display 
counters are gracefully curved. The wall 
between the entrances, which forms the 
background for jewelry display, is also 
curved, and painted white with narrow 
black stripes. Over the long curved counters 
extend smart, pendant lighting fixtures made 
of pierced brass. 

A striking ink-blue back wall, highlighted 
by a continuous scarlet light trough, im- 
mediately draws attention to the men’s de- 
partment in the rear of the store. The shirt 
department placed against this wall consists 
of open glass shelves that contrast with the 
dark wall. 

On the second floor Architect Wells has 
created an integrated unit consisting of a 
men’s department and a boy’s department, 
with a section devoted to shoes in between. 
Boys’ furnishings are sold on the customer’s 
left as he steps off the elevator, men’s wear 
to his right. A slanted wall leads into both 
departments and draws the eye of the cus- 
tomer into the center of each section. In 
contrast to the color scheme of the first 
floor the second floor is done in masculine 
colors, predominantly gray and green, with 
red accents and a carpet of rusty gray. 

In both departments a straight or curved 
continuous alcove containing the merchan- 
lise lines the walls. Hence wall cabinets 
are largely eliminated. Boys’ furnishings 
are arranged on open glass shelves against 
a contrasting background of solid wood. 
In the men’s custom-order department, bolts 
of fabric are arranged against bright green 
free-standing wall panels. 


DISPLAY MARKET WEEK 
[Continued from page 37] 








| There isn’t any better place to make your 
final plans for both fall and Christmas than 
| Market Week in Chicago. As in the past, 
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it will provide the best selection of all dis- 
play items in any category. Since 1943, 
the NADI has maintained the most compre- 
hensive presentation of display for any pur- 
pose. The list of participating members 
proves that this year will maintain the 
standards set in previous years. 

The planning of NADI members has taken 
into consideration the possibilities of all 
shortages, production problems and other 
factors involved in the present national and 
international pictures. Pricing, material 
availability, labor and sales have been geared 
to the requirements of the changing circum- 
stances from day to day. The NADI, as 
an association, has kept a wary eye on all 
specifications which would change the dis- 
play balance in any way. 

Arrangements for Market Week itself 
cover registration, which will be conducted 
on the first floor in the Mural Room foyer, 
the fifth floor immediately adjacent to the 
Madison street elevators, and on the seventh 
floor by the elevators. Also among the 
facilities available to displaymen, manufac- 
turers, jobbers and everyone attending 
Market Week will be a special service for 
those who are seeking new lines, new jobs, 
new employees, etc. Similar to the Oppor- 
tunity Exchange as conducted by DISPLAY 
WORLD, this service will be available to 
help prospective employers and employees, 
buyers and sellers, etc., arrange for meet- 
ings, and if necessary keep their identity 
confidential pending an intermediate ex- 
change of information. 

A printed directory will be available to 
all who register for Market Week. This 
will consist of an up-to-date listing of the 
members of the National Association of 
Display Industries, location of exhibits in 
the Morrison and in the showrooms of the 
city, representatives of the exhibiting mem- 
bers, and space for all the notes needed to 
retain a comprehensive account of Market 
Week presentations. 

The following list includes all assign- 
ments of space and those which are pend- 
ing up to May 31: 

FIRST 

Parlor A — Decorative 
Brooklyn. 

Parlor B — Frederic Weinberg, Philadelphia. 

Parlor C— Decorative Plant Corporation, 
New York City. 

Parlor D—Dave Starkman, Los Angeles. 

Mural Room—Booth No. 5—Doerr & 
Associates, Portsmouth, Ohio. 

Booth No. 6— Marrow Mfg. Corporation, 
New York City. 

Booth No. 7— Unassigned. 

Booth Nos. 8 & 9— Korrect-Way Division, 
American Fixture & Mfg. Company, St. 
Louis. 

Booth No. 10— Reynolds Printasign Com- 
pany, Chicago. 

Booth No. 11— Maharam Fabric Corpora- 
tion, New York City. 

300th No. 12— Castle Showcase Company, 
Ashland, Ky. 

SECOND FLOOR 

Parlor E—Showcard Machine 
Chicago. 

Walnut Room - 
Danville, Il. 

Parlor F—L. A. 
son, Mich. 

Parlor G— Messmore & Damon, Inc., New 
York City. 


FLOOR 


Novelty Company, 


Company, 
Earl W. Gasthoff Company, 


Darling Company, Bron- 
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Roosevelt Room — Allied Display Materials, 

Inc., New York City. 
FOURTH FLOOR 

Room No. 424—C. 
San Francisco. 

Room No. 426— Plastic Fabricators, New 
York City. 

Room No. 427 — Bulkley, Dunton & Co., Inc., 
New York City. 

Room No. 429—Scheuer Creations, Inc., 
New York City. 


Barrango Company, 


Room Nos. 432 & 434—Brunn & Bertheim, 
New York City. 

Room No. 436 & Suite No. 444—D. G. 
Williams, Inc., New York City. 

Room No. 439—Arkow-Lewis Associates, 
Philadelphia. 

Room No. 447— Ben 
York City. 

Room No. 448 — Radiant Glass Fibers Com- 
pany, New York City. 


Walters, Inc., New 


Room No. 449— William L. Baer Company, 


New York City. 


Room No. 450— Madisonia, Inc., New York z 

City. = 

Room No. 451— The Greneker Corporation, ¢ 
New York City. 

FIFTH FLOOR F 

Room Nos. 552 & 524—Oltmann’s, Omaha. 7 


Room No. 526 — Botanical Dec. Supply Com- ~ 


pany, Chicago. 
Room No. 528— Fawnfield 
Georgetown, Conn. 4 
Room No. 501—Favrex Designs, Hacken- ~ 


sack, N. J. 
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FOR VISUAL ATTRACTION THE YEAR ‘ROUND 


SNOW 


— CORK CHIPS—:.: Cork Sheets—Bark—Wood—etc. 
—— MICA FLAKES 
——"“ROCK CRYSTALS” 
~~ SANDS 


WHITE SNOW 


Contact your jobber or order direct 


MALROS COMPANY 


“The House of Colors” 
Box 289, Dover, N. J. 
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Room No. 506—The Mutual Display Mfg. 


COLORFUL AUTUMN LEAVES se, ee tee: tel gs 


Charrot Company, Inc., New York City. 

Room No, 538—The Morgan Company, 
Chicago. 

Room Nos. 539 & 540— Natural Creations, 
Inc.. New York City. 

Room Nos. 541 & 543 — Bliss Display Corpo- 
ration, New York City. 

SIXTH FLOOR 

Room No. 601—Lustra-Cite Industries, 
Inc., New York City. 

Room Nos. 608 & 610— Zaria, New York 
City. 

Room No. 612—New Style Studio, New 
York City. 

Room No. 614— Austen Display, New York 
City. 

Room Nos. 620 & 622— Frankel Associates, 
Inc., New York City. 

Room Nos. 624 & 626— Columbia Display 
Materials Company, Brooklyn. 

Room Nos. 628 through 645—The Garrison- 
Wagner Company, St. Louis. 

Imported oak and maple leaves $9.60 a gr. spray Rosie” No. Ge haleien Corporation, 


EAST 28th STREET Par 
MIYA FLOWER & NOVELTY CO., INC. NEW YORK 16, N. Y. Pe ay 649-— Old King Cole Displays, 


Manufacturers and_ Importers fan: Canton: Onis: 
Room No. 651 — Leo Prager, Inc., New York 
City. 
Room No. 653— Arrow Display Associates, 
THE PIONEER —frostee Sno Philadelphia 
Room No. 664— Associated Displays, 
Brooklyn. 
Room No. 666—Gardner Displays, Pitts- 








y 


a ; - burgh. 


REALIS ’ Room No. 668 — R-Tex Company, New York 
ys ane City 
D %¢ ’ : a 5 ~ 5 os * ”, . . . + 
Gi IRE p ROC ; bal ve! Room No. 670— Crystalline Plastics Com- 
we, wee ” - Bs YY pany, Los Angeles. 





Room No. 672— Gustave Rubner, Inc., New 
York City. 
SEVENTH FLOOR 
Room No. 701— Bois Smith Studios, New 
York City. 
Room No. 708 — Magnani Mannequins, Inc., 
New York City. 
Room No. 710— Bonafide Display & Dec. 
Company, New York City. 
Room No. 714— Nat Siegel, Inc., New York 
City. 
Room No. 720—Timely Service, Inc., 
Brooklyn. 
Sold by Leading Display Jobbers in U. S. and Canada a ee ee 
Inc., Kansas City, Mo. 
Made only by Room Nos. 727 & 728—General Display 
frostee SNO COMPANY Corporation, { incinnatt. 5 : ; 
ANTIOCH, ILL. Room No. 729—General Display Studio, 
Los Angeles. 
Room No. 730— Unassigned. 
\ Room No. 731— Coy, Disbrow & Company, 


LEANS EASILY? ¢ 

















" oe 7° 
ADD “EYE-APPEAL” with JEWEL | _ inc. New York City. 
ELECTRIC Room No. 732—Kalmo Textiles Company, 

STUDY Phan + iggy: ve FOUNTAINS Inc., New York City. 

WINDOW DISPLAY bandaeeed tors below with light beams ef | Room No. 733—C. Hawkins Displays, 
tantl hangi lors — be used . Na “alj 

AT HOME ‘eo Been ep ane. paca ype cy displays. Altadena, Calif. . 
No water connections needed, Send 25¢ for | Room Nos. 739 & 740— Vaughan Manne- 
Easy Home Study course showing 64-page catalog. Also ask about Jewel . I Island City, N. ¥ 
how to do every phase of window Electric pumps and turn-tables. Est. 1880. quins, Long silane City, N. ¥X. 
display work. Merchants, display Mo.064Foune JEWEL Electric & MFG. CO. Room No. 741—Sherman Paper Products 
SS ao ogy ge yyy ain 216-D_West Kinzie St.. Chicago 10, _IIt. Corporation, Newton Upper Falls, Mass. 
- | Room No. 743 — Colonial Dec. Display Com- 


kind. School founded in 1905. 
Employers: Free to you— USE THE pany, Inc., New York City. 


Names of our Graduates. Opportunity Exchange Room No. 745—A. Lutz, New York City. 


Wile Ar Meetwe. r any WANT AD Room No. 747 — Artistic Creations, Eliza- 


Fo purpose 
THE KOESTER SCHOOL POSITION WANTED oe OSTtION VACANT beth, N. J. 
3710-12 N. Cicero Ave., Chicago 41,1. $3.00 Per Columa Inch — CASH WITH ORDER Room No. 749—Grant & Sons, Inc., Los 














Angeles. 
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Room No. 751— Shoe Form Company, Inc., | 


Auburn, N. 


Room No. 752—Capital Merchandising Com- | 


pany, Brooklyn. 

Room No. 753 — Swivelier Company, Inc., 
New York City. 

Room Nos. 764 & 766 — Fitzgerald Display 
Company, Los Angeles. 

Room Nos. 768, 769 & 771—The Reyburn 
Mig. Company, Inc., Royersford, Pa. 


Requests for space are on hand but un- | 


assigned from the following firms which are 


either present members or have applications | 


for membership pending: 


Artificial Plant Company, Chagrin Falls, | 


Ohio. 
Lillian L. Greneker, Inc., New York City 
Spaeth Displays, Corona, N. Y. 
Harry C. Cohen Company, Pittsburgh. 
Emil Corsillo, Inc., Los Angeles. 


Formo Displays Company, Burbank, Calif. | 
Standard Cellulose & Novelty Company, | 


Inc., Richmond Hill, N. Y. 


Claude D. Adams Company, New Canaan, 


Conn. 


Abacot Displays, Inc., Bedford Hills, N. Y. | 
W. M. Zeppen-Field Studios, Hollywood. | 
Creative Displays, Inc., Jersey City, N.J. | 
Assignment of space to the following mem- | 
bers in the Chicago area is awaiting final | 


arrangements for all other members: 
Adler-Jones Company. 
Cook & Meier, Inc. 
Schack’s, Inc. 
Silvestri Art Mfg. Company. 
W. L. Stensgaard & Associates, Inc. 


Negro Mannequins 
Make Their Bow 


The first Negro mannequins for regular | 


use in window and interior displays in this 


country were installed recently at Blum- | 


stein’s, a department store in the Harlem 
area of New York City. They are called 
the “Ed Brandford” mannequin and are 
the display counterpart of the “Brandford 
Girl”, the first professional Negro model. 
It is thought that many stores located in 
Negro neighborhoods will welcome the new 
figures as an advancement in merchandising 
for the Negro. 


While these are the first colored manne- | 
quins to be produced for regular merchan- | 
dising duties, they are not the first to be | 
made in this country. Several years ago | 
the L. A. Darling Company, Bronson, Mich., | 


produced several dozen colored mannequins 
for use by the government of Haiti in con- 


nection with a national fair in that country. | 
The Brandford figures are made by Em- 


bassy Mannequin Manufacturing, Inc., New 
York City. 


Walter Baxter Joins 
Sweeney's, Houston 

Walter Baxter is now with J. J. Sweeney 
Jewelry Company, Houston, as display and 
advertising director. He fills the position 
once held by Glenn Hicks, who is now in 
charge of display for David’s Department 
Store. Baxter had been with the latter 
store. 

Joe Hardegree, formerly assistant to 
Baxter at David's, has resigned and joined 
A. Harris & Co., Dallas, while Leo LaMon- 
tagne has likewise left David’s in order to 
manage the Philmont Country Club, Phil- 
mont, Pa. 
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“AMERICA’S LARGEST LINE OF PLASTIC DISPLAY FIXTURES” 


LICO DISPLAY FIXTURES 


Proudly announces the opening of new 


showrooms and general offices at 


249 WEST 34th STREET 
a complete showing of our many dis- 
play fixtures and special items will be 
on display permanently for your in- 
spection — when you visit New York, 
come up and browse around — it will 


be time well spent. 





SEE US IN CHICAGO 
ROOM 601 
DURING MARKET WEEK 
JULY 8th to 12th 














LUSTRA-CITE INDUSTRIES INC. 


249 WEST 34th STREET NEW YORK, N. Y. 














For Fall and Xmas Display 
FERNS 


FLOCKED AND PRESERVED 
REGULAR AND PASTEL COLORS 


Also Flocked Fern Trees, Palmetto Bloom, Fox Tails, 
Sea Oats, Johnson Grass, Cattails, Transparent Oak 


WRITE FOR CATALOGUE 


' JACK DE WEESE 


203-205 S. Miami Ave., Miami, Florida 
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EXCITING 





1461 PARK AVE. 


ANIMATION FOR 


CHRISTMAS? 


...SEE WHAT WE 
HAVE TO OFFER 
DURING 
MARKET WEEK 
JULY 8-12 
PARLOR G 
MORRISON HOTEL 
CHICAGO, ILL. 


MESSMORE & DAMON, INC. 


e NEW YORK, N.Y. 


EYE-CATCHING 











Williams Showroom 
Becomes Doll House 


“Dot’s Doll House” is the title of the new- 
est mannequin showroom presentation of 
D. G. Williams, Inc., 498 Seventh avenue, 
New York City. 

Whimsical wall signs set a light-hearted 
mood as guests are ushered into the “theatre” 


showroom. They ask: “Do you like to play 


with dolls?” They tell you to: “Watch the 
Dolls go by” and they proffer delightful 
“daffynitions” of dolls. 

There are fashion dolls wearing Harper’s 
Bazaar’s new amber tones, showing Fath 
and Dior’s new snug top, tiny waist and full 
skirt, tripping lightly over a sea of sparkling 
stones. Woodland dolls take on new life and 
color amid a setting of rich autumn leaves 
and butterflies shimmering in large translucent 


panels. Peasant dolls, gaily bedecked in bright 
Balkan costumes, add a touch of old-world 
charm. Youth has its ‘fling in a carefree 
collection of youngsters. 

The back-to-college classics of the latest 
Pacific promotions now showing in “Dot’s 
Doll House” include a modern version Diog- 
enes in Greek robe and sun glasses, looking 
with a king-size cigarette lighter for an honest 
man, Omar Khayyam is sitting underneath 
a bough, holding a bottle of “Coca-Cola”, a 
hot dog and a picture of “thou”. Then there 
is a “Regal Christmas” with a life-size ani- 
mated Santa Claus in a costume of Henry 
VIII's time, a court jester, and some medieval 
cherubs. 

There’s much more, including dancing 
dolls, an old-fashioned doll, “Million Dollar 
Baby” doll, and a handsome tableau of Wil- 
liams’ new he-man mannequins eyeing a 
wasp-waisted doll. 


Crescent's Float Wins 
In Local Festival 


A float designed by Del LeSage, display 
director for The Crescent, won first place 
in its division in the local Lilac Festival 


parade. Thirty-two feet long, the float fea- 
tured a reproduction of The Crescent’s 
main floor clock. The clock, with a face 6 
feet in diameter, was covered with more 
than 10,000 artificial lilacs and some 500 
pounds of the natural flower. 


—Sleek fashion dolls and rustic peasant dolls 
appear in this scene from “Dot's Doll House"— 
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Carpet Institute Awards 
Are Made Known 

Eighteen major awards, nine for winners 
of the retail display contest and nine for 
the winners of the retail advertising contest 
held in connection with the 1951 Carpet 
Fashion Opening, have been announced by 
the Carpet Institute, New York City, The 
awards are in the form of a gold plaque for 
first place, silver for second, and bronze for 
third for each of the three store classifica- 
tions — carpet specialty stores, furniture 
stores, and department stores. In addition 
77 certificates of excellence were also 
awarded to runners-up. 

In the display contest the awards are: 
Specialty stores, first, Park Rug Shop, 
Brooklyn; second, Barry Ashwall, Inc., 
Minneapolis; third prize, Weis & Fisher, 
Rochester, N. Y. Furniture stores, first, 
Barker Brothers, Los Angeles; second, 
W. & J. Sloane, San Francisco; third, 
Sach’s Quality Stores, New York City. De- 
partment stores, Joseph Horne Company, 
Pittsburgh, received the first prize; second 
place was awarded to James McCreery & 
Co., New York City, while Rike-Kumler 
Company, Dayton, placed third. 

The judges for the contest were: Howard 
P. Abrahams, Sales Promotion Division, 
National Retail Dry Goods Association; 
Robert K. Farrand, merchandising manager, 
Saturday Evening Post; Vesta Schaefer, 
sales promotion director, Arkwright, Inc.; 
Charles Edwards, dean, School of Retailing, 
New York university; Ernest Ehrman, dis- 
play consultant; Eleanor Fox Duff, editor, 
Rug Profits; Earl Lifshey, managing editor, 
Retailing Daily; Arthur Freeman, merchan- 
dising consultant, and R. C. Kash, editor, 
DISPLAY WORLD. 


Brochure Presents 
Light Fixture Line 


The Steber Manufacturing Company, 
Broadview, Ill., has issued its Bulletin No. 
120-51 illustrating and describing its line 
of “Steberlites”—cast aluminum fixtures 
and fittings for PAR-38 and R-40 sealed 
beam lamps, for outdoor area and pin-point 
illumination. Several round, juction box, 
cluster fittings which have just been added 
to this line are included in the bulletin, a 
copy of which will be mailed upon request. 








PRICING SETS THAT 
1S8S oo Lae 
(] 1 


For all your Sale Displays 
use M ft Pricing Sets. 
With choice of stock im- 
printed bases and pennants, 
they put over a “‘telling” 
and “‘selling’’ story that 
moves merchandise fast. In- 
terchangeable numerals, eye- 
catehing pennants slide easily 
and LOCK into pressure groove 
base. Cannot fall out. 
@ Bases cannot tip over 
@ Warp proof 
@ Color fast 
@ Washable 

@ Attractively priced merchandise 

@ Heighten eye appeal 

Write for Price List and Circulars 


SALESMEN AND DISTRIBUTORS WRITE 








MASTERCRAFT PRODUCTS 
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We're looking forward to seeing 
our many friends in 


Rooms 522-524 
MORRISON HOTEL 


CHICAGO, ILLINOIS 
JULY 8-12 


1405 DOUGLAS STREET 


DESIGNERS AND MEGRS. OF ARTIT 




















WE EXTEND OUR MOST CORDIAL INVITATION 


to visit us during 


Market Week, July 8-13 


Where we are showing our new line of Plastic and Metal Display Fixtures 
Styled by Oscar 
Room 426, Morrison Hotel - Chicago 


PLASTIC FABRICATORS 


44 MURRAY STREET NEW V ORK. 7 DEY, 














Elastic Petal le Wigs | 


(Trade Mark) 


Designed with rubber or buckram foundation 
and adjustable steel band to insure permanent 
fit. Guaranteed workmanship, backed by years 
of experience. Efficient service. Sold only 
through jobbers. 

Jobbers: Several good territories 

still open. Write for details. 


NU-SHOW DISPLAYS, INC. 


Sixth Ave., BArclay 7-8974, New York City 13 | 
| towel 








AUTUMN OAK — MEXICAN 
CORN — MING TREES — 
DISPLAY SQUARES — BIRCH 
POLES — SLABS — GRAPE 
VINE—CORK BRICKS—WALLS 
— BASKETS 
New fall line now available. Always 
something new. Ask your jobber for 
our KEW BEE KUT line or write 


direct if necessary. 


| 
| 








National Sawdust Co., Inc. 
65 N. 6th St., Brooklyn 11, N. Y. 
Please send me new FREE catalog just issued. 





Name 
Address 


City & State 





JERSEY PINE CONES 


Cedar poles, bark, slabs, roots, birch, branches, 
spaghum moss, green moss, sheet moss, etc. 


WILLIAM J. KENNEY & SONS 
FORKED RIVER, NEW JERSEY 
Phone: Barnegat 9-351! 














“For the Best Buys— 


” 


Like New Mannequins — $35.00 ea. 
Everything in Window Display Fixtures 


ARTISTS-MODEL MANNEQUIN 


5606 Church Ave. HY 8-7911 








USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 

REPRESENTATIVES WANTED 
$3.00 Per Column Inch — CASH WITH ORDER 





| text 


DISPLAY WORLD, 


A number of our students are not yet 
subscribers to DISPLAY WORLD, so I 
have enclosed my check to pay for 17 copies 
of the May issue to pass out to them. Some 
time I hope to have every student a sub- 
os as DISPLAY WORLD is the best 

00k in display one could hope for.— 
Lloyd S. merchandise 


Smith, instructor, 


| display techniques, Technical High School, 


Miami. 


This letter is a very tardy “thank you” 
for the gold medal and the honor that 
went with it in winning a first place in the 
display classification of DISPLAY 
WORLD's 1950 International Display Con- 
test. For those of us in smaller stores it 
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is especially rewarding to compete and win 
even against big store competition. 1 owe a 
big debt to this contest because it even 
rated space in our Sunday paper, and helped 
make more people display conscious. I 
even got a letter from an _ out-of-town 
person requesting information on how to 
subscribe to DISPLAY WORLD! 

I would like to pay two compliments at 
this time. First, to the fine management 
here at Weise’s that makes it possible 
to do our display best. If our windows are 
not better, it is not because management is 
applying the brakes. The situation here is 
the sort that helps display to grow. And this 
policy pays off here not only in prestige— 
but in actual sales attributed to the displays. 
Our recent “Sew and Save” windows had 
almost sensational results. 

Second, we appreciate the fine work 
DISPLAY WORLD is doing, not only in 
sponsoring this contest but in the day-in, 
day-out help to make display as a profession 
to grow. Keep up the good work.—Carl 
Lindgren, The Chas. V. Weise Company, 
Rockford, I. 





Brooklyn 3, N. Y. 





| TRADE PERSONALITIES ...No.98 ... 4yapeer— 


A mative oF $7. Louis, 
NEAL HAS BEEN IN DISPLAY 
FOR 33 YEARS, THE LAST 
i! OF WHICH HE HAS 
SPENT WITH DARLING, 
WHERE HE SERVED AS 
ASSISTANT TO THE 
PRESIDENT UNTIL HIS 
RECENT ELECTION TO 

VICE - PRESIDENT. 


AT ONE TIME HE 
WAS PRESIDENT OF 
THE HECHT FIXTURE 
CO., OF CHICAGO. 


BUSINESS IS HIS 
MAIN INTEREST, AND 
WIS FAVORITE SPORT 
1S GOLF. HE WILL 
TRAVEL A LONG 
DISTANCE To SEE A 
GOOD BOXING MATCH 
OR A FOOTBALL OR 
BASE BALL GAME. 





sice-president, LA.DAR LING CO., Bronson, Mictioan 
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It was with great pleasure that I received 
your gold medal award for the animated | 
window classification in the 1950 Inter- 
national Display Contest. You are doing 
a fine service for the display profession 
in making this contest possible, since it 
makes us one and all strive to the best of 
our ability to have our work recognized. 

You may rest assured that I will be en- 
tered again this year, and will soon be send- 
ing you photographs of some recent dis- 
plays —Otto H. Pearsall, Pennsylvania 
Power Company, New Castle, Pa. 


I am indeed honored to receive from you 
the medal awarded in your competition 
It is a great feeling to realize that in the 
promotion of this competition you have 
helped to raise the standard of our pro- 
fession, not only in your country, but 
throughout the world. 

Words fail to express my feelings when, 
as recipient of the medal, I find myself 
very conscious of the deep ethical, cultural 
and social implications in competitions in 
this sphere of art—W. Szomanski, Arthos, 
London, England. 


Thank you for your letter telling me that 
I had been awarded the gold medal; it was 
quite a surprise for we seem to be out of 
the world insofar as display is concerned 
here in Newfoundland, and we have to set 
our own standard, as it were. I do, how- 
ever, get quite a lot of help from DISPLAY 
WORLD and I would take this oppor- 
tunity to wish your periodical every suc- 
cess.—H. P. Hiscock, The Exploits Valley 





Royal Stores, Ltd., Grand Falls, Newfound 
land. 


We thank you for your letter bringing 
the good news of our success and are pleased 
to say we received today the silver medals 
together with our issue of DISPLAY 
WORLD. We feel we are extremely for- 
tunate in securing these awards. 

I would like to add that I have been taking 
your journal for many years now and have 
always found this has given me invaluable 


inspiration, as it has likewise to members | 


of my display staff—Stephen A. Green, 
Scottish Co-Operative Wholesale Society, 
Ltd., Glasgow, Scotland. 


It was a great thrill to receive your letter 
informing me that my display had _ been 
awarded a gold medal in your International 
Display Contest for 1950. This certainly 
made me feel that all the work, thought and 
planning that I put in my displays were well 
worth it. The entire personnel was pleased 
that the store had received recognition.—Frank 


J. Musmanno, Sears, Roebuck & Co., Quincy, 


Massachusetts. 


Los Angeles Showroom 
Opened By Dunbar 

Dunbar Glass Corporation has opened a 
factory showroom at 1107 Brack Shops, Los 
Angeles, under the direction of Robert FE. 
Allan, who will cover 11 Western states. 
In addition to selling the complete Dunbar 
line of table and novelty glassware, Allan 
will service the florist, premium, display, 
industrial and lighting and lamp trades with 
Dunbar’s comprehensive line of stock and 
private mould glass components. 
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PATENT PANELS sts 


MR. DISPLAY MAN... 
Throw the Tools Away! 


Just clip PATENT PANELS together 
with a snap of your wrist, — no wols, 
no nuts and bolts! Yes, clip ‘em together 
—as many as you wish—take ‘em apart 
in a jiffy! Shift ‘em around, change your 
display from week-to-week ... day-to-day! 
Patent Panels a/ways look different! They 
won't wear out! They're tough, they're 

rmanent, they're beautiful — the bese 
uy you ever saw. Use ‘em—you'll say, 
“How did I ever get along without 'em?’’ 


BACKGROUNDS @ SCREENS > 


CONSTRUCTION: Fine, pine milled wood nosing; SCREEN surface: per- 
forated, 14” tempered Masonite; BACKGROUND surface to order. 


SIZES: SCREENS double-sided, 4’ to 6 high; 18” to 36” wide. THE SECRET! 
BACKGROUNDS made to order. 
An ingenious Patent 
Clip, easily inserted 


sas and removed by hand 
For free, descriptive folder — Soche: Patent Pendle S- 


WRITE. Sutel - P . gether firmly . . 
¢ Patent Panels Division of Wisconsin Studios, 


822 NORTH STH STREET © MILWAUKEE 3, WISCONSIN 








BOTANICAL DECORATIVE SUPPLY CO. 


222 W. Monroe Street Chicago 6, Ill. 
is happy to present its 


New, Original and More Beautiful 


CHRISTMAS LINE 


DURING 
NADI MARKET WEEK 
JULY 8 to 12 
in ROOM 526 


HOTEL MORRISON 


and its modern, large showrooms at 
222 WEST MONROE STREET 
CHICAGO 6, ILLINOIS 

















IRIDESCOL PEARL LACQUER 


Produce true pearl effects with this rich pearl lacquer pigmented with natural 
marine products. Creates luster of shell like beauty. Excellent for finishing 
gilded moldings. May be brushed, sprayed or dipped. 


Price per Quart $3.50 postpaid 


THE DECKER CORPORATION 


1222 MONTROSE STREET PHILADELPHIA 47, PENNSYLVANIA 














Parade of the 
PLASTIC SOLDIERS 


A New Idea in Toy Soldiers 
and Cannons 


Their rough surface pellets reflecting the 
sweet dazzle of Rock Candy 


Also featuring a new line of 
e JEWELED SNOWFLAKES 
@ DANGALIERS 
e@ ICICLES 
@ ROCK CANDY CANES 
e@ ROCK CANDY REINDEERS 
e@ STARS 


ARTHUR S. LICHTEN 


418 Alden Street 
P. O. Box 64 — Orange, N. J. 


The Originator of the 
Plastic Jeweled Snowflakes 














NOTICE 
TO OUR JOBBERS 
& DISTRIBUTORS 





WE WILL BE THERE 
IN CHICAGO 
JULY 8th TO 12th 
With A Proud Showing 
Of Positively The 
LARGEST EXCLUSIVE 


Wire Display Line 
For Fall & Xmas 
EVER ASSEMBLED 
Watch for our special invitations which 


will be mailed to you shortly, giving our 


exact location. 


by # Harry C 3 a 


5219 CENTRE AVENUE 
PITTSBURGH 32, PA. 











| Club. 


DISPLAY WORLD 


JUNE, 1926 


The 29th annual convention of the Inter- 
national Association of Display Men was 
held in Chicago. W. L. Stensgaard, formerly 
first vice-president of the group, was elected 
president. Other officers were O. E. Wheete, 
first vice-president; J. B. McCann, second 
vice-president; L. L. Wilkins, third vice- 
president; L. A. Rogers, secretary, and 
A. L. Meadows, treasurer. 

A loving cup and $200 were presented to 
Ray T. Whitnah, The Crosby Brothers 
Company, Topeka, as first prize in a na- 
tional display contest sponsored by Kops 
Brothers. Second place and $100 went to 
W. Oliver Johnson, Johnstone-Walker, Ltd., 
Edmonton, Canada, and third place to L. L. 
Wilkins, Kerr Dry Goods Company, Okla- 
homa City. 

Samuel Nudelman, formerly display man- 
ager for the Fashion Cloak & Suit Store, 
Tacoma, joined City of Paris, Spokane, in 
a similar capacity. 

W. J. Randolph, formerly with the O’Brien- 
Jobst Company, Peoria, resigned his po- 
sition in order to locate in California. 
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A total registration of 1,527 was announced 


| for the annual convention of the Interna- 


tional Association of Display Men, held 
at the Hotel Sherman, Chicago. Joe McCann, 
S. Kann Sons Company, Washington, was 
reelected president of the group for a third 
term. St. Louis was selected for the con- 
vention city in 1942. 

In the department store class of the Na- 
tional Notions Week display contest, first 
prize was carried off by George H. Wagner, 
J. L. Brandeis & Sons, Omaha. Second place 
went to Harry H. Hamilton, Henshey’s, 
Santa Monica, Calif., and third to Joe Mc- 
Cann, S. Kann Sons Company, Washington. 

The Fishermen's Week display contest 
was won by Robert Harbour, Allen & Jemi- 
son Company, Tuscaloosa, Ala.; the prize 


| was a two-week expense paid fishing trip. 


Frank E. Whitelam, R. H. Fyfe Company, 
was elected president of the Detroit Display 


Ervin Plock was named display manager 


| for Rudge & Guenzel, Lincoln, Neb., succeed- 


| ing C. G. Lawrence, deceased. Plock had 
| been first assistant. 


Sol Behrent, formerly with the Peoples 
Outfitting Company, Detroit, joined the Fin- 


| sterwald Furniture Company of the same 


city as display manager. He replaced A. 
MacFarland, who had taken over display for 
the Gardner White Furniture Company. 

Harry E. Conway was made display man- 
ager by The May Company, Baltimore, 
following the resignation of O. M. Grant. 

The National Association of Display Dis- 
tributors was formed at a meeting in Chi- 
cago, with the following officers elected: 
I. T. Vierheller, Garrison-Wagner Company, 
St. Louis, president; Harry W. Himelhoch, 
Display Creations, Detroit, vice-president; 
Joseph E. Podgor, of the Philadelphia firm 
of that name, secretary-treasurer. 
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A NEW 


MARBALIA 


BOOK IS NOW READY! 


It contains samples of two 
hundred numbers. 


WRITE IN FOR YOUR COPY 
TODAY 


Samples also available of our com- 
plete line of decorative papers and 
coordinated fabrics, including: 

e TORTOISE SHELL 

e PYTHON 

e ZEBRA 

e LACE EFFECT 

e WOOD EXOTIC 

















Demand the Oldest Name 
in Electric Turntables! 


Your assurance of top performance, ROTO- 
SHO Electric Turntables are used by mer- 
chants throughout the world for trouble-free 
action displays. Sturdy steel construction, 
powerful A.C. motor permit load capacity up 

18” table revolves 3 times a 
minute. Ceiling units and ROTO-WEEL for 
background displays also availab! Pa 
Build-up fixtures too. 


MODEL 
"712" for 
LIGHTED 
MOTION 


Two-way electric outlet permits novel, self-con- 
tained lighting effects or operation of electrical 
devices while table turns. Will revolutionize your 
window trim! 


MODEL "A" 
ROTO - SHO 
Standard for the 
world! The action 
display-way to 
boost your sales. 


See your local jobber, or write us for complete 
catalog of ROTO-PRODUCTS! 


GENERAL DIE & STAMPING COMPANY 
Integrity Since 1919 
Dept. O, 262 Mott Street, New York 12, N. Y. 
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Displaymen Attend 
VMG Sessions 


A representative turnout of displaymen 
from all parts of the country was present 
for the Visual Merchandising Group sessions 
of the mid-year conference of the National 
Retail Dry Goods Association in New York 
City June 12-13. 

Participating in the display program were 
the following: Adrian Delsman, Famous 
Barr, St. Louis, “An Old-Fashioned Christ- 
mas”; Harold Merahn, vice-president, Gertz, 
Jamaica, L. I., “How to Plan your Christmas 
Promotions and Displays”; Louis A. Banks, 
Sears, Roebuck & Co., Chicago, “How to 
Expose More Merchandise to Make Selling 
Easier”; Earl Dorfman, The Hecht Com- 
pany, Washington, “How to Develop an 
Item Through Selling Displays”; Harry 
Donniger and Mel Gussow, McGregor 
Sportswear, New York City, “How a Na- 
tional Brand Manufacturer Plans Displays 
to Move His Sportswear”. 

The meetings were under the chairmanship 
of Harold Melnicove, The Hecht Com- 
pany, assisted by W. Arthur Gray, Lans- 
burgh & Brother, Washington. 


West Coast Firm 
Takes Over Building 


Sidney Newhoff Associates is moving to 
new quarters, a building containing 30,000 
square feet on three floors, and supplied 
with complete and modern display equip- 
ment. Under one roof the firm will have 
modern flower manufacturing equipment, 
woodworking shops, and fabricating ma- 
chinery for cork display products. 

Newhoff is said to be the largest dis- 
tributor for Bulkley, Dunton & Co. products 
on the West Coast, and has taken over the 
warehousing and distributing of the prod- 
ucts of the Formo Displays Company. 

Although the firm is a relatively new one, 
each of the associates, Sidney Newhoff, San- 
ford Schwarz and Al Brown, have been in 
the display field for more than 20 years, 
representing various New York City firms 
on the coast. Newhoff is located at 1237 
South Olive street, Los Angeles 15. 


Grieder Visiting States 
In Search Of Ideas 

Peter Grieder, of Grieder & Co., Zurich, 
Switzerland, is visiting a number of leading 
department and specialty stores in the 
United States in search of display and mer- 
chandising ideas which can be used or 
adapted for his firm’s purposes. 


PICTURES 


FOR ALL DECORATIVE PURPOSES 


Suitable for framing, labels, plaques, 
baskets, display and advertising. 
Sizes Up to 22" x 28" 
JOSEPH HOOVER & SONS CO. 


1270 Broadway New York City | 
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GRAND SHOWING 


the fabulous 


new studio 


eal MONde 


fashion manileins 


IN THE 


MURAL ROOM 
SPACE 8 and 9 


HOTEL MORRISON 


JULY 8 to 13th 
CHICAGO 


ART.R. COHEN CO. 


810 PENN AVENUE 


PITTSBURGH, PENNA 


MR. ART R. COHEN, exclusive Korrect-Way distributor 














51” MIAMI MAT 51” 


Accepted by leading stores as an 
outstanding Display Trim. 
Your local jobber has it. 


fabrics Co-sine. 


45 East 30th Street, New York 16, N.Y. 





SECRETS 
PY stcaces 


FOR 
DISPLAYMEN 


Here's the SECRET that HOLLY- 
WOOD has been using for years! 
Realistic settings . . . quickly — 
economically. 
Outline a church window, a dash 
of greenery, a dropped light be- 
hind a length or two of LITHO- 
PHANE No. 506, and Presto—a 
colorful, glorious BRIDAL setting! 
For real rootin'-tootin’ six-gun em- 
phasis on your WESTERN TOGS, use 
LITHOPHANE No. 406, No. 507 and 
No. 50%. Really puts that ‘'western" 
atmosphere in your displays. (See 
it in most western films) Inexpensive 
and Clever! 
For sale at your dealers and at: 
GARRISON-WAGNER Co., 2018 Wash- 
ington Bivd., St. Louis 3, Mo. 
ADLER-JONES Co., 52! S. Wabash 
Ave., Chicago 5, Ill. 
ART R. COHEN, Co., 810 Penn Ave., 
Pittsburgh 22, Pa. 


Or write direct, for samples, etc. 


ISINGLASS VALANCE vas 


5206 Tilden Ave. * Bklyn 3. N 











SUNFAST 


DISPLAY PAPER 


24 FADE-PROOF COLORS 
TWO WIDTHS 
107" and 92" 


Distributed exclusively by 
Display Jobbers 


Sample Swatches and Price List 
on request. 
Complete stocks in New York, 
Chicago, San Francisco 
Butler Houses. 


Address all inquiries to 


BUTLER PAPER NEW YORK 
CORPORATION 
247 Park Ave. Tel Plaza 3-7860 
New York City 17 
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JOBBERS WANTED 


Sensational new display ma- 
terial. 10 beautiful colors. 
PLASTIC SCATTER CHIPS. 
Samples and prices on re- 
quest. 


Roseway Display 
715 Broadway 
Brooklyn 6, N. Y. 








PARTNER WANTED 
Profitable Display Manufac- 
turing Corp, N. Y. C. Est. 
1943, well known, desires ac- 
tive partner. Business is go- 
ing and solvent. This is a 
rare opening for an experi- 
enced salesman with thorough 
business-background. Outright 
sale might be considered. Con- 
fidential replies. 


Address Box 6BB 


Care of DISPLAY WORLD 


FOR SALE 
COMPLETE FACTORY, 
LARGE SHOWROOM, UNDER ONE ROOF 


Oldest designer and manufacturer of 
mannequins on the West Coast with a 
national reputation, and a going con- 
cern. Opportunity for Eastern or Mid- 
west manufacturer to open West Coast 


branch. Priced at inventory. 


Address BOX 6AA 
- Care of DISPLAY WORLD 


POSITION WANTED 


Young displayman, employed 
seven years by third largest 
dept. store in city of 375,000 
wants opportunity for advance- 
ment. Well rounded back- 
ground in windows and _ in- 
teriors. Married, two children, 


veteran. 


Address Box 6EE 


Care of DISPLAY WORLD 








ADDITIONAL LINES WANTED 
for our new display jobbing serv- 
ice covering the northern New 
York and New England Territory. 
Especially interested in papers and 
fixtures. 
Address BOX 6GG 
Care of DISPLAY WORLD 




















SALESMEN 
WANTED 


Display manufacturer wants 
salesmen to handle a_ high 
class line on 20% commis- 
sion, All territories. Priced 
to sell to dept. stores, specialty 
shops, and chain stores. No 
objection to non-conflicting 
lines 


Address Box 6CC 


Care of DISPLAY WORLD 


Your Products Should Be Shown at the 
WEST COAST 


I have been established for over ten years as Manu- 
facturers Agent, have own showroom and could 
handle one more exclusive manufacturers line. 


Address Box 6ll 


Care of DISPLAY WORLD 


POSITION WANTED 


Displayman, 6 years’ experi- 
ence in department store and 
women’s specialty store dis- 
plays. Desires position of Ist 
assistant in large progressive 
department or specialty store. 
Will locate anywhere. 


Address Box JJ 


Care of DISPLAY WORLD 








WANTED 
USED SIGN EQUIPMENT 
Full sheet size preferred. 
Give complete details. 
Address BOX 6KK 
Care of DISPLAY WORLD 














SALESMEN 
Amazing new SIGN LETTERS stick 
to glass by themselves. CHANGE 
ABLE! Store-Owners buy on sight. 
Send name for Free Sample, and 
money-making details. 

GARY ENTERPRISES 
6912 Hollywood Boulevard, Room 516 
Hollywood 28, Calif. 








SALESMEN 


Well known mannequin wig 
and accessory § manufacturer 
wants salesmen for South, 
West Coast and Midwest. 


20 per cent commission. Ex- 
cellent money maker. No ob 
jection to non-conflicting lines. 


Address Box 6BA 


Care of DISPLAY WORLD 











WINDOW DISPLAY DESIGNER 
WANTED 
On Consultation Basis 


Versatile . . . Thoroughly Experienced in Display for 
Volume Department Stores ... to Work with Important 
Advertising and Promotion Consultation Organization 


Here is an opportunity far out of the ordinary, for an 
out-of-the-ordinary designer! He or she must be able to 
take promotional ideas and translate them into sketches 
which are imaginative and at the same time practical for 
store use. Ability to render designs in comprehensive 
form would be helpful. Work to be done on fee basis. 
If you qualify and are located in New York, please write 
giving full details. 


Address BOX 6DD 
Care of DISPLAY WORLD 


Display Manager 
Wanted 


Capable of heading dept. for 
leading dept. store in smaller 
city less than 100 miles from 
Chicago. Able to get work 
done for vigorous promotion 
programs. Write full details, 
training, experience and back- 
ground to— 


Address Box 6BC 


Care of DISPLAY WORLD 














CLOSE-OUT 


PAPIER MACHE CHERUBS 


Approx. size 20” x 25”, 3 for 
$5.00. Photos on _ request. 
Numerous papier mache items 
suitable for fall or Xmas dis- 
play, BELOW MANUFAC- 
TURING COST. 


Roseway Display 
715 Broadway 
Brooklyn 6, N. Y. 
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CORRESPONDENCE INSTRUC- 
TION—In Window Display. In op 
eration for over 40 years with over 
20,000 graduates in nearly every 
country in the world. Write for 
catalog. THE KOESTER SCHOOL. 
Koester Bldg., 3710-12 N. Cicero 
Ave., Chicago 41, Ill. 











SALESMEN 


Well-known N. Y. manufac- 
turer has California and vicin- 
ity open for exclusive repre- 
sentation of the most out- 
standing line on the market 
today. For department and 
better stores only. 


Address Box 6FF 
Care of DISPLAY WORLD 








FOR SALE 


JOBBERS WANTED 


TWO MECHANICAL CHRISTMAS WINDOW by Chicago maufacturer 


DISPLAYS IN EXCELLENT CONDITION 


The “Mr. and Mrs. Santa Claus at Home” display has 
Mrs. Santa playing the organ while Mr. Santa rocks back 
His head turns from side to 
side, dog tugs at boot while cat a out of boot trying 
Price $900.00 


is 8 ft. long, 8 ft. high and 


and forth warming himself. 


to get Santa’s glove. 


The “Mechanical Doll House” 
Eight animated reindeers on roof. 
figures in upper bedrooms _ room downstairs has 9 ani- 

4 dolls, pg horse, train, 
Price $300.00. 


Photographs upon request. 


L. HART & SON CO., INC. 


SAN JOSE 14, CALIF. 


3 ft. wide. 


mated pieces: Santa Claus, 
crane, drum and soldiers. 


of better quality Artificial 
Flowers and Foliage. Fall 
and Christmas lines now 
ready. 


HARRY MICH CO. 


216 W. Ontario Street 


Animated Chicago 10, Ill. 








WANTED — Experienced Display 
and Combination Man for Modern 
Men’s and Boy’s Clothing Store in 
Northern Indiana’s most progres- 
sive city. Population 20,000. State 
age, salary desired, experience and 
references. Address BOX 6HH, 
Care of DISPLAY WORLD. 














SALESMEN 


We have just completed our new factory greatly increasing 


production. 


We manufacture a very fine line of Mannequins 


and Children’s figures in papier mache, rubber hands, priced 


very moderately. 


Wonderful opportunity for the right men 


to get as close as jobbers commissions. 


NATIONAL ART STUDIO 
Show Room: 317 West Jackson Blvd. 
Chicago 6, Ill. 








JOBBERS! 


FOR PROFITABLE, AMAZING, NEW 
FLUORESCENT GLOWING SIGN KIT 


Sensational new plastic kit makes signs that —— to any smooth surface 


now being introduced nationally. 


And Catchin 


as 
Write TODAY (on your letterhead) for FREE €or AMPLE, complete informa- 


tion about generous discounts and available territories for ALPHA 


Sign Kits! 


BETTY 


GORDON PLASTIC PRODUCTS CORP., Ossining, N. Y. 


15 ANIMATED WINDOW SCENES 
of the famous “SANTA CLAUS STORY” 
Created by BLISS DISPLAY CORP. 


Priced at less than one-fourth of the original cost! 


ONLY $1,250.00 
15 scenes—each scene is 3 ft. wide, 2 ft. deep, 3 ft. to 4 ft. 
Each unit has its own 
mechanism, individual motors, plug-in cord, etc. This dis- 
play is very flexible, and can be divided to fit the dimen- 


In good mechanical condition. 


high—above a 15-inch platform. 


sions of your windows. 


For further details, address Stewart and Co., Baltimore, Md. 


Carl Kronitz, Director of Display 








WANTED TO BUY 


Animated Christmas 
Window 


featuring Santa Claus as the 
main theme with human in- 
terest characters that will ap- 
peal to young and old. Will 
buy or exchange. 


Address Box GH1 
Care of DISPLAY WORLD 








JOBBERS WANTED 


Flameproofing chemicals for 
Fabrics, Christmas Trees, Pa- 
per, Bamboo, Shades, Mexican 
Grass Products. Write for 
catalog and jobber prices. 


QRS Neon Corp., Ltd. 
Chemical & Processing Div. 
170 N. Halsted Street 
Pasadena, Calif. 


FOR SALE 
One Print-A-Sign Show Card Writing Machine 


Model M-5 
Purchased new, 1948, $1,285. Recently completely reconditioned 
by Print-A-Sign Company, guaranteed to be perfect in every 
respect. Two complete fonts of type, plus figures. Made to use 
up to and including 11” x 14” card size. Reason for sale: Need 
for larger equipment. 


For Quick Sale, $600, f.o.b., destination. 


Inquire, SUPERINTENDENT 
The GORTON COY, Elmira, New York 








ANIMATED TOY WINDOW 


The “Toy Maker's Dream” 
twelve clever animations. 


an outstanding Christmas toy window with 
A grand attention-getter and crowd-pleaser in 


good mechanical condition. Will sacrifice for immediate sale. Write quickly 


for photos and full details. 


CHRISTMAS INTERIOR UNITS 


Twelve giant white spike post interior units heavily flocked and with 


B-lights. 


Six giant white’ spike ledge or interior units heavily flocked and with 


B-lights. Used just one season. 
complete group at very low price. 


All in excellent condition. 
Write for details. 


Will sell 


W. G. MUDGE, Display Director 
ARMSTRONG’S, Cedar Rapids, Iowa 








SALES REPRESENTATIVE 


Large Los Angeles manufacturer of Display Fixtures and Dec- 
oratives, established for over 25 years, has openings for 2 or 3 
high calibre men of proven ability. Must be well known by 
Display Managers in territories offered or do not apply. We 
do not object to non-conflicting lines. 
Territories now offered include: New 
York, Pennsylvania, Atlantic Coast States, 
of Midwest. Contact 


MR. MARVIN R. GRANT 


Morrison Hotel, Room 749 During the N.A.D.I. Display Market 
from July 8-13 in Chicago, or write direct to GRANT and SONS, 
INC., 921 So. Los Angeles St., Los Angeles 15, Calif. 


England States, New 
Southeast, Sections 
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PRESENTING OUR BEAUTIFUL 


)) f, 
; (CY OHOCY SFOVOCH 


$79 50 


ALSO ILLUSTRATED, Nu. I> (; 





$18.95 











No. 1861—WIRE VEINED FALL LEAVES—Here’s a unique No. 1859—GIANT LEAF ABSTRACTION—Large metal open- No. 1860—LEAF MOBILE—Its ever-changing natural move- 


interpretation of the traditional autumn leaves . . . maple, work frame in black lacquer from which is suspended a ment is a stopper modern mobile consisting of cut-out 


oak, and beech leaves in bright red, orange and green with wide variety of modern cut-out wood leaf shapes in bright wood leaf shapes in brilliant Fall colors with wire 
contrasting wire veining and spatter . . . size, small maple, Fall colors with contrasting wire veining overall veining applique use in windows or on ledges 
14” x 14”, large maple 22” x 22”, oak 36” x 15”, beech size, 72” x 48” overall size, 60°W x 48”H x 18”°D 


26” x 8” Set of 4 $12.95 Complete $26.50 Complete $18.95 


SA 0nd 2ssoccatee— 
DISPLAY DESIGNERS AN D MANUFACTURERS * PORTSMOUTH, OoOuH!O 


NEW YORK OFFIC AND DESIGN sTuodiIo, aze &. 34th STREET, MURRAY HILL 4-1864 





MANNEQU 
Perfectly at home in their 
initial appearance at Chicago's fabulousy 
Bonwit Teller... Discriminating stow 
deal in high fashion and 
unerring good taste will applaud 


this exquisite new lemina series. 


See them in 


air conditioned ¥F 


at Chicago's Morrison Hotel 
during July Market Week. Darli 
worth-while showing of mannequins 
will include a most complete selec 
of Misses, Children and Men. Meet 


your Darling Display’s Distributor ther 


o 


ond 


L. A. DARLING CO., BRONSON, 
NEW YORK CHICAGO LOS AN 








